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l)iiriii<z tli4' l:ir>t «]ii;irtrr renin I'N . ^\ <> inn «> >ol(l time for ^onn* 

<»f lln* "ir**;!!**!*! nulioand i.-itin jn'oju'rlies in AnH*rir:i 

linndnMls of millions of dollar^ uorlli. A.- tin* oriizinal sta- 
tion reiMMV-tMilaliN <* in tin* a(lv<'rli>inj: indn^ti'N. iirr 
proud to Ikim' done this. aluaN> niainlainin:: the liiiili |M-iu- 
rijdes <Mi which our Coni]>anN \va> fonnch'd. 

Edward Petry & Co., Inc. 

THE ORIGINAL STATION REPRESENTATIVE 

• CHICAGO » ATLANTA • DETROIT • LOS ANGELES • SaN FRaNCSCO • ST. LOUIS 
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INVENTIVE • RESPONSIBLE 

...and twelve months out of every year 
stations under the sign of MEEKER 
benefit by: 

INVENTIVE 

incentive inherent in the select 
limited list concept where every man 
can really know every station 
and every market. 

RESPONSIBLE 

reputation established among 
agencies for service, 
speed and accuracy. 





personalized | 
selling 
of a 
limited list 



the meeker company, inc. 

radio and television station representatives 
new york - Chicago - san francisco - los angeles - Philadelphia 




Offering youngsters a jziant (ipporliuiilv for ediicilioii and 
tra\cl is the new T\ (|ui/. Cridiil >/(•/). -poii-ored 1)> (Iciicral 
.Mill>. \fteraii MC livvl l'ark> a.-k> tlic (iiic-tion.-. a- cliildrcn 
try for llie lop pri/c of a foin-\far C(dlt'f;c >oliolar-hip plu- a 
trip to forfi<;n land-. Tlionf;li contc-tanl.- are all from -(■\cn to 
«<'\ciilefii )car> of a^c. Giant Slcp pro\idcs a luific adidt audi- 
ence for the iiic--at;c^ of (".ciu'rai Mill- and l!ctt> Crockrr. 




Lasf June, National Cranherrv Association hcpan a niarket- 
l)>-niarket "blil//* eaiupai'in for Ocean ^pra\ Jellied Cran- 
lierry ^auce. Theme: "Cool and jellied cranheriy -auce i- a 
natural summer food — buy tvo can-. sa\e five cent-."* lii? 
auns of the "hlit/."" were new-paper ad- and radio -pot-. Pub- 
licity helped populaii/e new recipe- with jellied cranberry 
sauce. Results of this "()lT--ea-on" u-e promotion.' A -ellontl 

BATTEN, BARTON, DURSTINE 

Mw YORK . ATHNT* • no^TON ■ tiFFAlo illif*(:o ■ ri » ■ r »Nrt \[L»^ nrrrO'T ■ » 




How can \oii run four-color adverti-iup in trade nia;:a/iue- 
where color i- not always available'.'' Ainericau-.'^tandard doe- 
it with tlie-c -peeial four-page in-ert- for its I'lumbin;; and 
lleatin<: Division. \ppearin<; rcfrularly iu twenty-six pbindnng 
and beatinfc publications, ihc-e ver-alile color in-ert- al-o 
-ervc a- mailing piece- . . . merchandising Anieriean-.^^taiidard 
products to leading dealers and di-lribntor- aero-- the I 




Earlier in the century, Kopper- Conipau\. Inc.. began opf-ra 
tion- as a de-igner and builder of tdn inical n co\(t\ coke plant-. 
Today. Kopper- not only produce- a wide range o| pla-tii -. tar 
products, metal product- and dye-tuff-, but al-o d( -i^u- and 
build- entire steel mill- and cheuiicjl plant-. Created b\ fll'D' * 
I'itt-hurgb. junior -pread- in The :>aliiril(n hirnins I'ost tell 
thi- fascinating story of Koppers a HlilJO client sim-i- V).'tU. 

OSBORN, INC., ADVERTISING 
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The Y&R media sfrategy 

27 After tliree years of operatin<i under the all-media l)iiyin<r system, the No. 
One tv/radio agency fmd> its buyers function better on planning level 

An industry milestone: spot radio spending by product 

32 Food and Tobaecos head the list in this just released SRA report by 
product category of spot radio u?ers and how mucii they are spending 

Spot tv sparks Nehi expansion 

34 Siicres-ful franchise dealers in current market^ attract new dealers in 
other markets. Nehi Corp., makers of Royal Crown, grows on thi- formula 

Television's impact on the magazines 

37 Ji'^l becau^e it lia« outstripped magazines in advertising dollar volume, 
mn«t tv take the blame for publishing failures? Here is the answer 
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Washington Week 



In Next Week's Issue 



The coverage formula muddle 

How individual agencies use the \CS in their tiniehuying and 
what the station reps suggest for jtabilizing these procedures 



Film section for 1957 

\^ hat are the latent lrend> in syndication and feature film? Every 
(Mil rent angle on thi^ pha«o of the tv industry is explored in detail 
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Most of Arkansas Watches 



KTHV 



Channel 11 

LITTLE ROCK 



(and we have the MAIL to prove it!) 




KTHV gets lieiiiiig respon.se from mobt of Arkansas — 47 counties 
to be exact! Take a good look at the mail map above. Notice that 
KTHV penetrates to all six surrounding states — and actually pulls 
mail from viewers in Mississippi, Missouri, Oklahoma and Texas. 

With 316,000 watts on Channel 1 1 and with tallest antenna in the Central 
South (1756' above average terrain) KTHV selh most of Arkansas. 

Your Branham man has all the biv KTHV facts. Ask him! 



316/000 Watts Channel 

Henry Clay, Execuliie Vice President 
B. G. Robertson, General Mtviager 

AFFILIATED WITH KTHS, LITTLE ROCK AND KWKH, SHREVEPORT 





Now, 18 hours of 




with 18 news shows daily on 

WJIM-RADIO 

Lansing, Michigan 





newsiviake::^ 

of the week 



Xhe news: Kiajl Foiul.s //</.> n'm-UftI jor unollnr Si iirrl,.',. 
A/>()//.s<»/-s////) of llie Kraft 1 i>it>ii Tlicatic on /«/■ tlif Wlli 

(•()//><•(/////<■ \f<ir II rmiril iritliuiil jxirallrl ni the iiiciliiiai . 

The newsmaker: Joint H. .Mcl,;mj;liliii. diicctoi of -alc- 

aiul a(l\fiti-iii;z for Kraft Kood-, Mim- up a- "a \car of 

tritical and popular >ii((c» for Kraft Tliratrc. " \ -ik ct-- crowned 
l>\ tile Sxhania award to tlie projiraiu a- tlu- l>e>t dramatic M-ric- 
of 

"W lu ll wc initiated tlie >lio\\ in V)\~ we had tlic idea of a 
draniatic -how ha-cd upon the (jiiaHtx of the -lor\ rather than name 
-tar-. Ilii- idea i- as M)iind tO(hi\ as it wa- llicn. " -a\- \h Kaii{:lilin. 
In line with this philosophx of the best in -tor\ material, la-t 
\car the kruft Tclriisioii Theatre 
$.y),000 Thi\n ri^lits All aril was 
pre-entcd for the "hest orijjiual 
pla\ ' olTered on the projzrani 
diiriiiji the \ear ending 31 Ortohcr 

"The idea here was for us to 
catch the pood stories rather than 
let other >hows get them, and it 
has paid olT liandsoiuely in some 
except ionalK fine -cripts,' ex- 
plains .MeLauglilin. 

W ith the renewal of the W'ediies- 
, . , . II- John II. Mcl.iiiighlin 

clay niglit series and the intro- 
duction of Ihursdax afternoon participation- on M!C l\ lindi- 
catini: the eost-per-1.000 of daxtimo tv has finalK gotten down 
to where Kraft consider^ it a good hu\), Kraft lia- launched a 
douhle-harreled (lri\e to :-ell the week-end -hopper. Tlie Kraft 
-ales pilch, recognized as a perfect one for television. changed 
little in the 11 \ears. 

"Our ino-t -uece?-ful eonimercial. * McLaiigliliii sa\s. "is still 
the recipe demon-tration which we tie-in with retail promotion-. 
Our dealers are told three-to-six week- ahead which item- are going 
to he featured. W'c ?uggest that the\ group the>e items on their 
-liehe- for 'package* sales like Kraft mar-hniallow- and fre-h 
>weet potatoe- for our sweet potato-pie recipe.' 

\ltliougli Kraft has a eon-iderahle investment in the Kraft Tele- 
vision Theatre (time and talent cost- for the -how la-t \ear were 
well over '"'.i million I and the -eries rate.- top- in hrand identifica- 
tion: the (leei>ioii to renew was based iiiaiiib on the Theatre's 
strong po-ition in relation to other drama- and -li(>w-t\pe-. 

"Our eontinued sponsor-hip of the *erie- for 11 \ears. ' -n\ s 
McLaughlin, "doe- not indicate an inllexible adx ertisiiig polic\ : 
the show has undergone changes and ha-; been -treaiiiliiied. But 
when \ on have a sood idea. \ ou re smart to -^tick with it." ^ 
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ATLANTA 

DAIRY 
SALES 
UP 20% 



J. D. Gay, Genero' Monoger 
MISS GEORGIA DAIRIES, INC. 
of Atlonto, 
proises The Cisco Kid 

"So/es ore currently 
running approximately 
20°/" above normal Irom 
the same number of 
wholesale occounfs 
Cisco opened doors for 
us to put our products in 
one of the largest choms 
in this area . As long 
as The Cisco Kid is 
available as a tv show. 
Miss Georgia Dairies, 
Inc will be proud to 
sponsor it " 

Aik to tee more luccesi ttoriet of 

IHl WORIOS 6REAJESI SAIESMAHI 

"THE CISCO KID" 
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beer, year 
affer^ 
year* 



.so., ■ 





WAITE HOYT 



VVKRC Rddiu oiitiiiidily bioughl Waile lloyi to Ci Lin 
nail in 1942 lo broadcasi tlic Redleps" cnlirc schedjlc 
He was an instant lavorile v.ilh the tans and Ihe li:len 
ing public, and has been doin^ a bclicr job ea-rh yeir 
Background knowledge ol the grime, dcscnplr. 
Iluency, a perlect radio voice all combine to ' 
iVane Ha,t lilt ideji \\,in Ui iiie laO WKRl 
proud lo have him on ihe air again 





{Jiiginjlly WKRC Rddio bioughl Wdile lloyi anj Bui 
ger Beer logether lor the lirsi time in 1942 They'v 
been associated ever since In Ihe same way, baseball 
and Burger Beer are associated in the minds ot I c 
intensely loyal lans who listen lo Ihe Burger Base 
ball Rad o Network, ol wh ch WKRC becomes the oiigi 
nating station 



6 AM - 12 M 



MONDAY 



throughj^ 
FRIDA^ 



(Pube-Sept Oct 1956) 





The Cinoinn^tH Redlegs 

BASEBALL STATION! 




NEWS BULLETINS 
ANNOUNCEMENT 

BASEBALL HIGHLIGHTS 

(Jack Moron) 

ANNOUNCEMENT 
BATTER UP (Ed Kennedy) 
ANNOUNCEMENT 





BASEBALl. PARADE 




3 minutes 

1 minute 

5 minutes 

1 minute 

10 minutes 

\ minute 



AVAILABLE 
AVAILABLE 
SOLD 

SOLD 
SOLD 
SOLD 




PLAY-BY-PLAY GAME BROADCAST -Waite Hoyt 

*^ ' ' (Burger Beer) 

ANNOUNCEMENT 1 minute 

SCOREBOARD (Ed Kennedy) 5 minutes 
ANNOUNCEMENT 1 minute 

NEWS BULLETINS 3 minutes 



*At Press Time 
Rates on Request 
Get the Facts from Katz 




Jock Moron 

SOIP 
SOLO 

miLABlE 
AVAILABLE' 



^^^^^^^^^^^^^^^^^^ 




I". J'; A 





IT'S WKRC-TV 



V,KR: 



ill .-.KfiC T 



WTVN Radio ami V.TVfi i v 



and op*ia;or< ol 
m-ia'.i. C 

C 0 I u m ^ 




NEW, ADDITIONAL SURVEY PROOF: 
WNHC-TV — seven days a week, sign on to 
sign off — delivers average audiences 210% 
greater than top New York City station reach- 
ing any part of the area; 244% greater than 
Hartford; 174% greater than New Britain. 
Kail KATZ for the proof: ARB, Nov. 1956; 
PULSE, Oct. 1 956; NIELSEN NCS #2, 1 956. 





WNHC-TV 

NEW HAVEN-HARTFORD, CONN. 

Channel 8 

ABC-TV* CBS-TV 
Represented by KATZ 

opferated by: Radio and Television DIv. / Triangle Publications, Inc. / 4-6th & Market Sts., Philadelphia 39, Pa. 
WFIL-AM«FM«TV, Philadelphia, Pa./wNBF-AM«FM«TV,Blnghamton, N.Y. 
WHGB-AM, Harris burg, Pa. / WFBG-AM* TV, Alto on a, Pa. / WNHC-AM«FM • TV, New Haven-Hartford, Conn. 
National Sales Office, 485 Lexington Avenue, New York 17, New York 

F<{PFfil Al i Y IN HflRTFOM 



Mu.%t significant tv and radin 

news of the week with intrrprrtatton 

in depth fur busy readers 



SPONSOR-SCOPE 
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Oner .xtiitistirs (loniinair tlir radio-tv market place. La^l week. (•(»\ crii^jc 

was (»ii I)u\iT<' and sellers' minds (see SI'ON'SOK-SCOI'IC I*) Jaiui;ir\, |)af.'c ')). Tli.il snl»- 
jcct routiniics in toj) |)|;i(t' this week, hnt with HOinetliin*; new added: rates ;ind dis- 
euiiiit.'*. Here is lutw the h.ill is winding itself n|): 

liiter|)retati<ins of NCS rf2 are now so inuthlled that it seems some sort of "arhitration " 
will he soufjlit; the current do-it-yourself movement is ra|)i(llv iiettin;: out of hand. ?o .*^K \*s 
Kesearcli ('oiii iiiittee liope'^ to meet soon with the I'\iiir A's Uroadeast .Media ('oni- 
iiiittee to develop standards for n.sin*; NCS if 2. f MrCann-Rriekson. iiiei<lentall\ . Iia- 
to it l)\ eontrihutinj; inventions of their own.) advised its time huxers to ride alon;: with the 
confusion as sensihK as |)ossihle. and not add 

Now note how this rolls over into the rate situation: 

A ninnher of radio stations have asked tlieir rrp.s al)ont iiikin':; prices. The 
reps, lh(iii<rh, are hesitant to send up a cheer until they are sure the coverage front i^ 
quiet enough to risk snch a move. 

And this, in turn, rolls into a third matter: 

On the chance that rate hikes eventuallv will become a trend, the reps are \\arnin;i 
radio stalicnis to he cantiniis ahnnt rate protection. "Don't make it longer than six- 
months." the reps say ilhe customarv protection now is a year). In fact. Blair openlv ad- 
vocates a six-month |)rocedure, and 11 of its top clients already are following it. 

(SPON'isOH w ill elaborate on the status of coverage in its 2 February issue. I 

How can you create a "fashion" among agencies to hiiy nighttime radio? 

A number of rejis are thinking about a fund for a stndy that would deternnne CH 
the qualitv of the nighttime radio audience (2) its listening habits, and (3) audience buv- 
ing power. 



Sav what voii will about the sho>*s this season. W viewing at night continues 



lo grow: 



Nielsen reports that between 8 and 10 p.m., the percentage of homes using tv last 
December was 66.2, com|)ared to 6o.l the year before. 

Converting those percentages to home sets tuned in per ronnnercial minute, von get 
these figures: 



December 1956 
26.061.000 home sets 



9r Increase 
14.7 



December 19.55 

22,724.000 home sets 

(These calculations are based on the following national set totals: December 195: 
34.400.000: December 1956—38.390.000.) 



How ninch of the tv spot picture do you have cost-wise if you look at billings 
alone? 

TvB savs that it would be difficult to arrive at a formula to cover program costs, too. 
But what makes the question particularlv pertinent is the fart that in the recent big deals 
for feature film sponsorship procram charges have run from 50 to 75*^ of the billincs. 

Three cases in point: 

• Colgate-KTTN' contract: S200.000 for time: $780,000 for films. 

• BristolOIyers-Triangle Stations deal: 60^7 program charge: ■iO'^'r for time. 

• L&.M-KTLA deal: 65^r for films: 35^r for time. 
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SPONSOR-SCOPE continued 



It's a great day for the researchers. This week their dream came true when Hugh 
Beville, NBC director of research, was assigned to the strategy hoard that will re- 
vamp the programing structure. 

Like editors before them, radio-tv programing folk haven't warmed up to the facts- 
and-figures fellows (a classic in the magazine business is Ben Hibb's Saturday Evening 
Post dicturn! "You can't edit by arithmetics"). 

But this year's tv casualties hrought the opportunity for a break-through. One 
of Beville's associates says: 

"Program people are setting the stage for more failures unless they research their ideas 
hefore they are executed." And an agency director comments: "Gambling on a show 
without proper research is too expensive a luxury when you have to spend $4 to $5 million 
for a half-hour show. We don't Avant post mortems — we want to avoid mistakes before 
they are made." 

The addition of still more westerns to network tv schedules has become a 
subject of spoofing along Madison Avenue. Sample: 

"Looks like the networks are going from the sad season to the saddle season." 
Here's what the networks have in store for the future: 

• ABC TV: Another hour from Warner Bros, (in addition to Cheyenne) and a still un- 
titled half hour show. 

• CBS TV: Two half-hour shows, one of them titled Have Gun, Will Travel. 

• NBC TV: Two shows, one of them from its subsidiary, California National. 

Two events this week highlight the mounting resurgence and interest in net- 
work radio: 

1) Lou Housman, ranked as one of the medium's most brilliant promoters, is return- 
ing to CBS Radio as v.p. in charge of advertising and promotion (he's been on general CBS 
corporate assignments). 

The heads of two recently separated departments will report to him: Lou Dorfsman, 
of sales promotion, and Charles Steinberg, of audience promotion (which includes press 
information and station promotion). 

2) In his round of presentations to New York's top 20 agencies, which started this 
week, Joe Culligan, NBC v.p. in charge of radio, has been getting hefty turnouts of both 
department heads and top management people. He'll make a tour of Chicago agencies 
the second week in February. 

NBC Radio picked up $l-million worth of new business and renewals this 
week: 

North American Phillips (LaRoche), Calgon, Inc. (Ketcham, McL&G). Allis-Chalmers 
(Gittins), Knapp-Monarch (Block Associates), and Maytag (Burnett) are new. Renewals in- 
clude Amoco (Katz), Sunoco (R&R), and Norwich Pharmacal (B&B). 



Is alternate sponsorship leading the big advertiser, with an important stake in 
corporate identity, down the wrong merchandising road? 

Top level thinkers in an agency billing over $60 million in tv are giving this question 
serious analysis this week. 

In fact, they're combing out the whole tv setup with a view to recommending a re- 
vised policy of responsibility for media planning. 

The scope of the inquiry, insofar as it concerns tv, covers these areas: 

• Does an advertiser with a high-priced and quality product — say a $3,500 car — 
obscure, if not surrender his prestige, when his show carries a hitchhike for a product 
like a cleanser? 

• Is it more expedient for a quality client to hold off going into network tv until he can 
control a show tailored to his specific merchandising needs? 

The philosophy implied in this line of musing obviously runs counter to today's pre- 
vailing school. It takes the approach that with the scarcity of prime viewing time being 
what it is, you can't afford to be too choosey. 
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SPONSOR-SCOPE continued . 



An iiilt'rt'Mliii'; HtntiHticnl kt-y to tln' Mtridt-s tlmt Aiin-rifjiri jHlMTtiniiifi Iijim 
takfii the pn.st 20 vtMiPH irt n coiiipnrir^oii of l)r«);u]«vi!»t hilliii;:^^ niii<>ii;jc a;j;<-riiifH, 

Here's Iiow tin- top 20 nir iii;ciicics looked in I'J.'U), ( Dnipai rd with the leader*' in [')')(>: 





1936 






1 V.JO 




(I) 


Hlackett-^anij)lcdhiinineit S6.300,(XX) 


1 1 1 


\ oini^ \ U ul>ie;ini 


$82,000,000 


(2) 


uorii Ck I nomas ^^L.c»lll 




(2) 


HHDU 


80,000,000 


(3) 


J. Waller I lionipson 


.>,ZUU,UUU 


(3) 


.\lt(>aini- I'.rieksoii 


70,100,000 


(4) 


V U' A , .... 




(4) 


J. W alter 1 homp^iDn 


70,(K)0,000 


(5) 


lililJVJ 


Z, I (/\^,UUl 1 


|5) 


Ted Hates 


5.5,(K)0,0(K) 


(()) 


1 >( IIIOII o l>()\\ IC^ 




(6i 


Benloii \ How les 


53,()00,()(K) 


(7) 


\ (H\i\^ Kiil>ir!Uii 


Z,.>l^U,lA7U 


(7) 


Leo Miiniett 


13,( )(K),0(K) 


(8) 


iiiai Knian y i^unipion f 


o 1 (in fifui 

Z, 1 wl/,* t\J\j 


18) 


l>t\ 


.38,0<K),00() 


(9) 




1 Ann AA( \ 


(9) 


IJanccrd'^-.S 


.36,(MK),0<M) 


( 10) 


l^ruiii, \\'ase\ & Co. 


1,500,0(K) 


1 101 


Ken\ on \ Eckhardt 


35,0( )0,(HM) 


(III 


F. \\'alli,s Armstrong 


1,300,000 


(ID 


W . A)er 


33.1 Kl( ),<)<)( ) 


( 121 


KuthrnulT & Hyan 


1,200,000 


( 12) 


l-XivH 


32,500,000 


(13) 


Wade Aihertising Co. 


1,200,000 


( 13) 


Conipton 


31,600,000 


( 14) 


XeuelldCmmett (Ce)er) 


1,200,000 


( 14) 


SSCH 


2L5(K).0<K) 


(15) 


Roche, Williams i» C 


1,100,000 


(15) 


Lennen & Newell 


21,0(JO,000 


(16) 


IC.ty 


1,100,000 


(U)» 


CanipbelldCuald 


16,000.000 


(171 


Canipbell-Ewald 


850,000 


( 17) 


Cunningham & Walj-li 


16,000.000 


(18) 


Lennen Mitchell 


800,000 


( 18) 


Kuthraufl & Ryan 


15.000,000 


( 19) 


Hutchins 


750,000 


( 19) 


Biow 


15.000.000 


(20) 


McCann-Krickson 


700,000 


(20) 


Maxon 


14,400.000 



The lips and downs of spot tv hookinps between the reps' New York and Chi- 
eajjo ofllces nou ha\e taken on a definite rhythm. 

V^'hen business was tough for the New York oflices in the final quarter of 1956. things 
were booming for tv in Chicago. 

Now that the reps in New York are having one of their best Januaries in year.*, tv 
bookings have taken some slump in the Chicago offices. 

Note how these nps and downs are often tied to the aetions of a single hip ad- 
vertiser who sets the emotional as well as financial pace: P&G has been a mighty 
morale booster in New York; Kalston's spot cancellations to buv into network (Big Story) 
has depressed Chicago; and Raleigh's bow-out to buy network news doesn't cheer anybody 
in the tv spot line. 



Of the three automotive giants. General Motors is spending — hy far 
most for the audience it gets in network tv. 

Cost-per-thousand-homes-per-commercial-minute for the trio eomes out this way: 

• General Motors — S4.85. 

• Chrysler — S2.70. 

• Ford— S2.50. 



— the 



For the first time a Nielsen rating report (Deeemher) shows ARC TV running 
ahead of NRG TV in the numher of night-time "firsts" Sundav through 5aturd3\. 

"Firsts " are the top raters when all three networks face one another with sponsored 
programs between 7:30 and 11 p.m. 

The box score, according to the December Nielsen is: ABC. 10: CBS. 23: NBC. 9. 



Recommended to sponsors for information updating and mental stimulation: the one- 
day tv-radio workshop the /VN.V is staging at the IMazii Hotel. N. Y.. on I I- Feh. 

The "professors" will include Sherwood Dodge. Terry CI} ne. Bob Foreman, Linnea .Nel- 
son, and Sam Thurm. George Abram*. Revlon ad manager, will be chairman. (For complete 
agenda, see Wrap-up, page 58.) 
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SPONSOR-SCOPE continued . . . 



Now that MGM has joined the ranks, all the major Hollywood studios are in the 
husiness of producing films for tv except Paramount. 

MGjM's new producing operation will be under the same division (MGM-TV) which 
has been handling the feature film library. To date contracts on these features represent 
a gross income of §31 million, MGM told ^stockholders this week. 



If the president of one of the top agencies is suddenly nudged into the chair- 
manship — even though he's got a few years to retirement — it will be hecause the require- 
ments of agency leadership are undergoing a marked change. 

No longer can the head of an agency sit back like a bank president in an oldtime 
movie. 

The joh now calls for creative, imaginative, and professional leadership that's 
thoroughly conversant with the latest marketing and media revolutions. 

(Reference to this problem was made in SPONSOR'S "Agencies in Transition Series," 
12 December 1955 through 20 February 1956.) 

A. C. Nielsen has a ticklish joh ahead in revamping his network rating service. 

A meeting he had with network research executives disclosed: 

• Each network had divergent interests when it came to specifying the services 
wanted. 

• Each network specializes in a different kind of sell, so each wants more data to 
bolster its own sales strategy. 

Before the cost matter can be considered, Nielsen will have to come up with a com- 
promise that will be acceptable. 

(See 15 December SPONSOR-SCOPE for Nielsen's proposed NRI changes.) 



Technologies change — sometimes by a happy mistake the sponsor falls in love 
with. 

A camera went out of whack on a broadcast recently and the client cheered the next 
day that "That hazy effect certainly gave that flashback scene a sense of fantasy." 

Phil Spitalny created a similar "improvement" 20 years ago while auditioning 
for General Electric in Indianapolis. 

The setup in the local station made it necessary for Spitalny to spread his band over 
two studios. During the audition, the main mike in the smaller studio blew, and somebody 
quickly opened the connecting door. The result was a pronounced echo. 

When it was all over, one of the GE officials commented: "That hymnal number Avas 
perfect. It sounded as though that choir was coming right out of the skies." 



It's been a week of extreme contrasts on the media-warring front. 

In Chicago, speakers at the convention of the Newspaper Advertising Executives Associa- 
tion lambasted that ol' debbil. television, and assured the assembled space salesmen that: 
(1) the honeymoon between the viewer and his tv set was over. (2) the sales impact of the 
newest medium was also beginning to thin out. 

In New York — during all this hubbub — ABC TV released an elaborate presentation 
which with facts and figures demonstrated just the contrary. 

The project — given the coined name Motimation — traces the growing impact of tv as a 
force for product exposure and sales, particularly at the super market. Plus tv's continuing 
rise in dollar use among advertisers. 



For other news coverage in this issue, see Newsmaker of the Week, page 5: New 
and Renew, page 51; Spot Buys, page 55; News and Idea Wrap-up, page 58; Washington 
Week, page 69; sponsor Hears, page 72; and Tv and Radio Newsmakers, page 78. 
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"This is old stuff Cathy. The new Trendex 
has WDGY in first place!" 



Tlu> new Trcinlcx* — just out shows \V1)(IV first in aiiditMift' : Moriiiiii: 
) nftcniooii i'21.1'',) . . . ;iiul all-d.iy ('JT.G'f I ll()0])fr. I'lilso. 
XiclMMi . . . .111(1 a host of Twill Cities atlvcrtiscrs airrcc that WD^IY has 
tho hijr a'.uliciicc for those hiir ri'sults. 

TluM'o's a new listen in the Twin Cities — and Storz Station iiroLTaiiiiiiiiii.' 
is r( sponsihh . Make sure yon huy inneapoIis-St. I'aiil uith the lu ic 
(lata . . . which your nearest lUair man, or (Jeiieral Maiiai:er Steve 
Lahuiiski will cheerfully siijiply. 

rrciulix. 7 a III (i ]> in. Monday SaliirdMV. .lanu.irv l!'iT 



WDGY 

60,r>00 uatts a ml a ii earhi 
perfect-circle (Jaytiv e stfjnal 

MINNEAPOLIS-ST. PAUL 



TK 


e 




ta 






^0 day's Radio for Today's Selling^ 



WDGY 

Minneapolis-St. Paul 



WHB 

Kansas City 



WQAM 

Miami 



Represented by John Blair & Co. 



KOWH 

Omaha 



WTIX 

New Orleans 



Represented by Aaam Young Inc. 
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970 KC 
TULSA, OKL/g 

TULSA'S ONLY 

24-HOUR 
MUSIC & NEWS 
STATION 

TULSA'S No. 1 STATION 
TULSASNo. I BUY 




KAKC No.l 
COVERING THE 
OIL CAPITAL OF 
( THE WORLD! 

HOOPER.RATING 

OCT. 1956 

TIME STATIONS 

KAKC A B C D E 

25.5 
35.7 
45.1 
30.8 
40.8 



MONOAY-FRIOAY 
12 Naan-6 PM 
MONOAY-FRIOAY 
7 AM-12 Noon 

SUNOAY 
10 AM-6 PM 
SATUROAY 
10 AM-6 PM 
SUN.-SAT. 
6 PM-11 PM 



12.3* 6.5 19.9 15.8 17.2 

13.8* 4.8 14.5 17.4 13.1 

12.8* 3.6 12.7 11.0 13.3 

10.4* 14.4 11.6 B.6 23.7 

5.3 19.5 15.0 16.5 



*MEASUREMENT AOJUSTEO TO COMPENSATE FOR 
5:45 P. M. SIGN-OFF OF STATION A. 



BULLETIN! 



PULSE CONFIRMS. IT!!! 
Pulse Inc. also proves the new 
KAKC is No. 1 in Tulsa 



JOHN H. PACE, Exec. V.P. & Gen. Mgr. 
AMERICAN AIRLINES BLDG.-Tulsa, Okla. 
Telephone LU 7-2401 

Representotives: 

NATIONAL: Richord O'Connell, Inc. 
SOUTH: Clarke Brown Co. 
WEST COAST: Troey Moore 



Timebuyers 
at work 




Howard Webb, Robert Alluiii Co., New York, comments about 
media testing: "When you select two areas— one, for example, for 
the use of tv, the other for the use of advertising other than tv — 
they should be as nearly identical as possible. You do not have a 
valid test unless sales are equal and there is a close similarity in 
factors which affect sales, such as 
population and social, economic, 
geographic and weather patterns. 
The \ery nature of testing is so 
precarious that the slightest differ- 
ence in any of these might provide 
a false base for evaluation. For a 
comprehensive picture, be sure to 
choose two different types of test 
areas — one. large cities, the other 
small towns. Howard says the 
cities should: (1) be highly indi- 
vidual, and not dominated or in- 
fluenced in any way by a nearby larger city; (2\ be continually 
growing in population and attracting new industry; (3 I have diver- 
sified sources of income: (4) have many outlets for the ad\ertiser's 
product: too often sales concentrated in a few major stores distort 
the test's balance. "In addition, the areas must be studied carefully 
during the tests to make sure none of these factors change." 



Beryl Seidenberg, Kastor. Farrell. Chesley & Clifford. Xew York, 
points out that timebuying becomes highly complex when the prod- 
uct being advertised sells to a specialized market. "For example, 
when we bought spots to reach the 40-up age group, we had to study 
their interests and behavior patterns as well as ratings to determine 

the best schedule? and program- 
ing," Beryl says. ''The study 
showed that a large segment of 
older people were attracted to 
movies on television because of 
strong nostalgia and identification 
^^^^ with personalities their own age. 

L ^ W News shows had a large listening 

r r audience among them because 

many were retired and their in- 
creased leisure gave them an ap- 
petite for outside mental stimula- 
tion for which they had neither 
the time nor the energy before." Beryl found that they watched tv 
largely in the breakfast and early evening hours, since they rose and 
retired early. In addition, like other age groups, their viewing in- 
creased considerably at the end of the week, when they had more 
leisure. "Every factor must be considered." Beryl concludes, "be- 
cause both the tangibles and intangibles are often important." 
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PIN POINT POWER 
GETS BEST RESULTS 



Radio Station W-l-T-H "pin point power" is tailor-made to 
blanket Baltimore's 15-mile radius at low, low rates — 
with no waste coverage. W-l-T-H reaches 74%* of all 
Baltimore homes every week — delivers more listeners per 
dollar than any competitor. That's why we have twice as 
many advertisers as any competitor. That's why we're sure 
to provide a "steady stream" of sales results for you, too. 

*Cumulative Pulse Audience Survey 




Tom Tinsley 
President 

R. C. Embry 
vice Pres. 



c o 



FIDE 



C E 



National Representatives: Select Station Representatives in New Yark, Philadelphia, Baltimore, Washington. 

Forjoe & Co. in Chicago, Seattle, San Francisco, Los Angeles, Dallas, Atlanta. 
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.THE VERY 
TELEVISION 

SCREEN 
SEEMED TO 
EXPAND. 



9? 



The NBC Operas production (of 
"War and Peace") was so impressive that 
the very television screen seemed to 
expand. For those who could see 
the telecast in color, the atmosphere of 
most of the sets . . . was strikingly 
conveyed. . . . There was not a poor 
performer in the lot. This country has 
cause to be proud that it could 
supply such a company. 

HOWARD TAUBMAN, NEW YORK TIMES 

Put down "War and Peace" as one of the 
memorable events of television. 

BEN CROSS, NEW YORK DAILY NEWS 

. . . makes musical history. 

HARRIETT JOHNSON, NEW YORK POST 

A major musical event ... a uotablc 
achievement. 

TIME, JANUARY 21, 1957 

In 20 years, NBCs Robert SarnofJ 
recently predicted, Americans will spend 
more on opera than on baseball. 
If so, credit the NBC Opera Theatre with 
starting the trend. 

HARRIET VAN IIORNE, 

NEW YORK WORLD-TELECRAM & SUN 

This was an event transcending 
TV itself in cultural importance and 
artistic progress. 

JACK COULD, NEW YORK TIMES 

It is not only for its willingness to 
undertake tlie unusual that I salute the 
NBC Opera Theatre. There's no 
stuffiness about them . . . 
NBC Opera Theatre, I love you! 

JAY NELSON TUCK, NEW YORK POST 

In presenting "IF ar and Peace". . . 
the NBC Opera Theatre reached a new 
peak. An admirable production 
in every respect . . . 

DONALD KIRKLEY, BALTIMORE SUN 

... a performance of epic proportions. 
NEWSWEEK 

NBC did itself proud yesterday . . . 
a significant "first" for television. 

ERNEST L. SCIIIER, 
PIIILADELIMIIA DAILY NEWS 

... a vastly commendable piece of 
work in every way, and a credit to its 
performers, to NBC, and to the 
television industry today. 

PAUL HUME, WASHINGTON POST 

, . .The Met would have to give 
the ivork every performance of its season 
for more than thirty- five years to 
reach the vast audience your splendid 
production played to . . . Your vision 
and accomplishment arc a truly bright 
light in our time. 

S. HLROK, NEW YORK 

. . . Enthralled by the beauty and 
magnificence of your production . . . 
Please accept my loudest bravos . . . 

KING VIDOK, BEVERL\ HILLS, CALIFORNIA 





1,1 






1 1 I.V 






Oi 



i\CE AGAIN NBC has 
made television history— this time 
with the NBC Opera Company's 
widely acclaimed colorcast of 
"War and Peace." 
This t)-pe of progranmiing— the 
hig, special "oul-of-scliedulc " show- 
has had an exlraordinar}- impact 
on the nation's viewing hahils 
over the past three years. And this 
season Nielsen finds thai these 
NBC Speclarulars and special 
shows are reaching 

2.>% more homes per a^ cragc 
niiniito than last season 
30% more homes i)er average 
Diiniitc tliaii tlie average 
of all e^eIling programs 
on all TV netw orks. 

This venturesome, talk-provoking 
'•'event" programming is just one 
more reason why 

daytime or evening, TXJ "T) 
more people view the 1 ^ J-J \^ 

TELEVISION 
NETWORK 

than any other netw ork* ^ 

'NIELSEN COVERAGE SERVICE. STUDY #2 
(SPRING 1936) WEEKLY VIEVSING DATA 



.'■■{■'~r'r<}\r- X ■■ 
■ ■ ^■•=i::rf - 




by Joe Csida 




Sponsor 



lAKERSFiaO k KERN COUNTY 
CALIFORNIA 



HfA •* California'! 
9«fr«Uum induttry 

N«ti*n«lly II in coHen 
It in oflricultur*. 



2 



of the 

WESTS 

RICHEST 
MARKETS 



Ik 



1. C«nUr Notien'i 
S«y«rMnic Aircraft 
^r*4«<ti*n. 

1. > w r> Ixpontioni 
AM«riM't fotUtt 
ff*wi<if fr«nti«r. 



looowAns 

1380 Ka 



THt 

lit W] 

V»ici 
Mulic . . 

POR COMPIITI 
ANTILOPI VALIIY COVIKaOI 

LANCASTER k ANTELOPE VALLEY 
CALIFORNIA 

Inquif* of 
ADAM YOUNG, INCORPORATID 
«k«ut tkit •uttt«n4inf 
<embin«H«n buy. 





Feature film and network plans 

It must have been at least three months hefore 
Matty Fox announced recently that he was re- 
leasing more than 80 post-194{} RKO feature 
fihns to t\ . that this corner pointed out the im- 
ininenre of such a move. And much more of 
this p()St-'48 product will hit the video mart 
before too long regardless of how quickly the 
Republic Pictures suit against James Petrillo 
and the American Federation of Musicians comes to trial. If Re- 
public is successful in eliminating the big (and that 5% is plenty 
big I bite the Music Trust Fund takes on a post-1948 film's gross tv 
earnings, naturally the flow of such product to the market will be 
somewhat accelerated. 

But deals will be worked out. and substantial newer product will 
be seen on telescreens before the New Year is out. With the hefty 
ratings racked up in many major markets by some of the better 
pre-1948 product, quite a few observers are predicting severe de- 
clines in the amount and quality of live programing and in half 
hour film shows specifically produced for tv. I still believe that 
prognostications along such lines will prove incorrect. 

Agencies and advertisers who scan the broader broadcast picture 
will have noted a number of indications that live and tv film shows 
will boom in spite of the excellent feature film product now avail- 
able and to be made available. 

IVetMork prestige is at stake 

While they have not said so publicly. ABC and CBS are as aware 
as NBC that it would be a serious blow to every network's prestige, 
and to every network's very place in the overall television picture, if 
too many feature film shows replaced too many live shows on too 
many key stations. Bobby Sarnoff spoke bluntly at the recent NBC 
affiliates' convention about this danger, and you may be sure that 
NBC will not stop at Bobby's words of warning. They will take the 
much more practical and effective step of combatting the feature 
film onslaught with the best new live shows the web can produce or 
purchase. And so will CBS and ABC. The latter network's very 
expensive deal with Frank Sinatra, for example, was dictated at least 
in part b) the fundamental need to combat feature film inroads, 
although it was primarily dictated by Leonard Goldenson's desire 
to step up his competitive battle with CBS and NBC. 

Before too man) more weeks pass you will see other rather spec- 
tacular talent and show announcements made by all three webs- 
And the tv film people have hardly hastened underground in the 
face of the boom in feature film business. Quite to the contrary, 
such leading producers of telefilm made specifically for the medium 
as Screen Gems and Television Programs of America (to name just 
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Louisville's 
BEST KNOWN FIGURE 




The WHAS-TV Channel 11 figure draws the cap pistol crew 
to their TV sets at 4:00 pm daily for "T-BAR-V". At other times, 
he ages a bit to call adults and children alike to another 
outstanding WHAS-TV production, "Midday Roundup" for 
the latest news, weather, market reports and country music. 

However he's cast, on ID and promoton slides, the Channel 11 
figure constantly reminds viewers where they can find the 
best in entertainment and information. 

He should remind you that for selling results, individual 
and distinctive treatment, your advertising deserves the impact 
of programming of character. In Louisville, WHAS-TV 
programming PAYS OFF! 

Are you participating? 



VICTOR A. SHOLIS, Dirtctor 

NEIL CLINE, Station Mgr. 
Represented Nationally by Harrington, Righter I Parsons 
Aiieciated with The Courier-Journal and Louisville Times 




•ASIC CIS-TV Network 
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Dominant Negro 
Coverage in tlie 

2 Top Markets 

. ALABAMA 




1 in Negro Audience 

(Hooper, Oct.-Nov. 1955) 

• Also 1st in Negro Audience in General 
Hooper, Nov., 1956) 

3"'^ in total audience 
IU»»..nr Kin.. 1ai;£l 



(Hooper, Nov. 1956) 




in total audience 



(Hooper Feb. 1956) 
(Pulse June 1956) 



Your best ALABAMA buys 



STATIONS 



for combination rates, 
see John E. Pearson 

WEDR^WMOZ 

EDin\ 11. ESTES 
Ouner 




Sponsor backstage continued 



two) have announred costly and ambitious immediate plans. 

TPA has hudjieted close to .$11,000,000 for the production of 
eight new series during the first half of 19.57 alone. These include 
a half hour detective show called The Adventures of Charlie Chan; 
two half hour series featuring well-known Saturday Evening Post 
characters (one is Tugboat Annie and the other Happy Digby, the 
newspaper photographer) ; another half hour show tagged New York 
Confidential, and still another called Waldo. In addition to the new 
shows TPA is also producing another 26 episodes in the Suzy or 
Private Secretary series. 

Screen Gems is producing and/or planning production on nine 
new series for airing this fall, and possibly another nine for a 
future date. Pilot films on all eighteen of these shows are now 
either in production, or are in the planning stage. These shows in- 
clude a new bible series called The Book of Books; a country music 
show entitled Western Ranch Party; a Navy show, Shore Leave; 
and a Marine adventure series called The Leathernecks. 

These pilots represent an investment of close to a million dollars, 
and Screen Gems and TPA and many another tv film factory is thus 
making it pretty plain that they do not expect the feature film 
handlers to take over entirely. 

All of which, of course, really indicates that for the coming Fall 
the national, regional and local advertiser should have a greater 
choice of better programing than ever before in the short life of tv. 

Network radio is being rediscovered 

And talking about better programing and better advertising buys, 
which obviously are synonymous — this is as good a spot as any to 
remind one and all that network radio is being rediscovered. And 
for the very good reason that agencies and advertisers have found 
it to be a remarkably fine sales medium. Bristol-Myers and Brown 
& Williamson are not laying more than S2 million each on the line 
to sponsor the new NBC Radio hourly newscasts because they are 
fond of General or Robert SarnofT. Nor did Lever Brothers set up a 
$3 million budget for CBS radio purchase.* recently for sentimental 
reasons. 

Radio's quiet but steady resurgence in the past year is not only a 
heartwarming spectacle to those of us who watched its grim struggle 
for the past five or six years, but it has important practical connota- 
tions to advertisers on every level. 

It has been rather clearly established, thanks to the efforts of 
CBS's John Karol, NBC's Joe Culligaii and many others, that net- 
work radio (and radio generalK ) appeals much more to many 
persons than daytime television. It has also been established that 
a rather substantial number of people prefer radio to tv — period. 
This is obviously not to minimize television's glaringly obvious 
strides, and its tremendous effectiveness. It is merely to restate 
radio's great capacities as a sales medium. Many advertisers are 
finding it is extremely wise to complement tv campaigns with radio, 
network, regional and/or local. And this trend will surely continue 
through 1957. ^ 



20 



SPONSOR • 26 JAiNUARY 1957 



si 




CENTUlWte^X 




a few of the guided missiles... to stratospheric 




of feature film masterpieces... produced by 




to all TV stations and all TV sponsors. . .frorr 




atings...from the "ROCKET 86" group.. 




NATIONAL TELEFILM ASSOCIATES 



National Telefilm Associates, Inc., iniikrs this f.ilniloiis ciilcrlaiiiiiiciii avail 
iililc lo all of Aiiicrira"> 171 TV stations. Stations wliicli can look forward to tlie 
larjiost viewing aiidiciiros in their history from projocting this superlative enjoyment. 




TIME: You'll own the time that these outstanding 20ti 



Century-Fox successes appear on TV, insofar a? 
your competition is concerned. Feature films of this 
calibre have commonly caused station ratings to 
skyrocket from 600% to 700%. 

SPACE: You'll own that precious 21-inch space an you 
viewers' TV screens, leading stations and sponsor' 
to the greatest sales opportunities they've ever 
known. 



So mount these assurecJ blockbusters ... while there' 
still time ancJ space to accommocJate you. 
Climb aboarcJ the TV Rocket of the 20th Century ... now 




Today, Phone, Wire, Wrife, or Radar: 
Harold Goldman, V.P. in charge of sales 



'ATIONAL 



Telefilm A 



SSOCIATES, INC. 



60 W. 55th STREET • NEW YORK 19, N. Y. • PHONE: PLAZA 7-2100 



HOLLYWOOD • MONTREAL • MEMPHIS • BOSTON • MINNEAPOLIS 



Reps at work 




Frank Elliot Jr., (.HS T('l('\ i^iim ^|k)| Siilo. Nrw York, conimcntx: 
"Too iiKiin |)C()|)lc in tlii^ hiisincN-i ..it l)iii k li-t tin- ;i<l\ crti^ci 

and Ills \ j;rt)|K' tlnoiijili riitiiij;s ninl rc^i-arcli datjt to Ji>^rcitaiii 

the \aln(' iiinl ('lTi'cti\ ('n('>> of llic tclcN i>ioii time tlii-\'r(' l)ti\ iii<;. In 
what otlicr iii(lti>tr\ could \oii ^ct awiiv willi tliaty llV tlic ic- 
s|>(>iisil)ilit\ of llif iiicdiiiiu to 
tlu'in that tht'v'rc <;(ttiiij; 
their nione\"s worth, i hat's wh\ 
CHS has erealetl a '>\n)\ ("heck 
i'laii' which |)r()\ i(h's important 
(|iiahlati\e and (|iiantitati\ e in- 
formation at no ro>t. I hron<;h 
reK'd'iil>e. .')()() |ieo|)le are in- 
ter\iewe(l hefore and after an ad- 
\ertiser*s l.S-week tv spot cam- 
|)aij;n. I he\ are asked "what are 
all the hrands of a jiiven product 
that know?, what hrand did 

\oii last hu\ ? and where (Hd \ oti last see or hear ihis |)ro(hiet 
reeentK?* From this, the profhictV ^hare-nf-thi'-markct |>er( entajie 
is delernnned and when the adveili-er correlates it with store 
sales, hefore and after the campai'in. the exact impact of the tv ^pot 
i>. known. The\ are additional!) ahle to te>t mefha. fla\ s and times, 
and co|)\. This plan i^ attracting new and old adverti-ers alike. 



Saul Rosensweig, The Katz Agency. New York, comments: "Adver- 
tisers and agencies should re-evaluate their huys on '<\nn carriers." 
Iliese buys on network programs, where hnvers can secure a spot 
for one performance or as many as they want, are of (|tie^tionahle 
value. The 'spot carrier" is a hyhrid form, a compromise hetween 

network and true >|)ot. with none 
of the advantages of spot and all 
the disadvantages of network. We 
made a study of the two [\ pe> here 
at Katz. and the sii|>eriority of 
s|)ot was demonstrated in its ahil- 
\l\ to meet e\ery important stand- 

arc! for air ad\erti?ing. in contract 

j« ^ to the "sjiot carrier". " Tlie^e stand- 

^y^^L ards. 5aul sa\s. are choice of co\ - 

Hdjj^^ w i , erage. niarket-to-market flexihilit\ 

^^^^^v 1 ^^^^ schedules and time s|ots and 

station selecti\it\. In addition, 
he says, spot feature* a lower cost-per-1.000; ,-pot ad\ertisers ha\e 
the ad\antage of iiersonalized and localizefl handling of merchanflis- 
ing problems; and the\ ha\e a free choice of commercial presenta- 
tion techniques, with either local or national name |)er>onalities 
giving endovsemeut to their products if they de-ire. Ml the?e point- 
will be discussed more fullv in a new Katz s|)ot tv presentation. 




Things are hatching 
in the 
WREN'S 
Nest! 





tires 




... or taxes 

They Both Pour 
Money Into TOPEKA 

I ake a new look at tlic Topck.i 
market and xou'll like \vh;u \oii (ind. 
Coiisirnciion's .it an all timc high 
. . . like the new S.S.-,(MI.(MKI st;nc 
office I)iiiltlinp jusi coni|>lelc(l. ni iltr 
sl().(K)().n()0 expansion of r.o<-)d\car's 
;ilrea(l\ huge planl! Uiistliiit;. l>ns\ 
Topck.i has g.iincd hea\il\ in p<ipul.i 
tion . . . 12().(l()0 now in the Mctio- 
politan \rca. I is Sfih Uc^i in cnn 
■iiiincr v|5cn(l.ihlc income, loo' \n<l 
in the new Nicl'-cn circulation r.ii- 
ni£js. get this: WRl-N dclivcis 1.2 
per cent of lo|ick.i's honus c\cr\ 
single da\. Fopcka is WORTH 

U W I\( ind \\ Rf N is the 

low cost to gel it. 

REP. BY JOHN E. PEARSON 




5000 WATTS 
TOPEKA, KANSAS 
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Pat delivers 
in person... 



Not by mail. Pat Lattanzi never mails answers 
to questions. He takes them around himself— 
right away. Availabilities; market informa- 
tion; local tie-in ideas— never by mail, always 
in person. Why? Simply because Pat really 
wants to be of help. He's bought time himself 
and he knows how important good service can 
be. Plus ideas. Ideas supported by all the infor- 
mation regarding Burke-Stuart station rates 
and coverage; information that is absolutely 
accurate with never a misleading or exag- 
gerated claim. No wonder Pat Lattanzi is a 
candid camera fan. His hobby is making true- 
to-life pictures, pictures that clearly reflect 
human interest. Maybe that's one of the reasons 
why Pat is never at a loss for ideas— thoughts 
that are honest, human, and helpful. Why not 
put your questions to Pat? You can be sure 
he'll try his best for the answers that will help. 
Our phone is PL 1-4646. If Pat is away from 
his desk at the moment, ask for our President, 
Ted Oberfelder. He'll be glad to pinch-hit. 

BURKE-STUART CO INC. 

Radio- cmd "^eieiUdian StaiiOH RepAedentatioed 

60 East 56 Street, New York 22, New York 
Chicago • Detroit • Los Angeles • San Francisco 

Representing, among others: IVCFL, Chicago, Illinois, IVAKR ^ 
WAKR-TV, Akron, Ohio, IV IVY, Jacksonville, Florida. IV INS, N.Y. 




49th s 
MadisoT 
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All-media evaluation study 

I just finished reading your All-Media 
Evaluation Study. I thought it was the 
most thought provoking and helpful 
picture of actual conditions in the me- 
dia field that I have seen. My com- 
pliments on this job have been delayed 
only by the time it has taken me to 
learn of your study. 

As a space salesman, I was both 
pleased and disturbed that your study 
found as much confusion and lack of 
agreement as I have found in calling 
on agencies and advertisers across 
seven states, over several years. 

During this time, I have been con- 
ducting an informal survey. My pur- 
pose has been to develop answers to 
the question of advertising frequency. 

Result: I found that little was known 
about frequency. 

A reproduction of your memo to all 
the members of the advisory board ap- 
pears on page 140 of your study. "Im- 
portance of frequency in advertising" 
is the number one subject you sug- 
gested for additional comment. Have 
you developed or printed anything fur- 
ther on frequency since your study? 
William A. Rose 
The Wall Street Journal 

• SPONSOR has published several articles which 
touch upon tile suhjcct of advertising frequency, 
although not specifically dealing w-ith it. . . . This 
subject deserves special attention and shall be 
covcrcil in a future SPONSOR article. 

More case histories requested 

Could it be that I could be of some 
help to you? I definitely do not know 
your business, but perhaps an ob- 
servation from my point of view 
would be of some value. After ten 
years in the business, I consider my- 
self a somewhat typical sponsor sub- 
scriber insofar as small stations are 
concerned. 

1 firmly believe that damned near 
every person in radio who subscribes 
to your mag does so for one main 
reason. Tliat reason is easily summed 
up in two words . . . SUCCESS 
STORIES. I don't know what propor- 
tion of your subscriptions are sent to 
people in small stations, but it doesn't 
matter. We don't ask that you gear 
voiir whole operation to us, just that 
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you remciiiluT wliy ti'tJJJ'"}^ 

If -1 

M(>>t of iiif >liir\f(l t..r itltM- 
i(lcii> wo ciiii >U\t\ Use. Mir- 

CO-; slurios iiic llic :iii-^\MT. Wf <l<'i''t 
(iiu- \n1umc tlie\ COMIC from; we'll 
iid.ipt tlii'Mi to oiii own prnlilfiiiN. 

Sin SaiidtMS, oiHTolions munaiiri 
Kt'OX. lloUwi'ood 

• Allliouisl. .uccr.. .lorlr. arc •• M'l)>-»t»l( 
rralur.. tll.r v-rl, r.H. ...I-.M> "f " 

II. a,.,..-urr.l I., ll.r 5 JaMiiur, aixl .» IW.nl. 

I.rr U.uc.) «<• liH'I H n.^r..»cv I., rwipluy » 
l.rna.Icr .-.lllorlul l.ollrv. r. ..Irr ^u.i.lrr. cai. 

l.r ...rc llirrr ~III I" ru.r I.Morlr. ~lll. u^.I.Ir 
l.lr.. In orry l-.ir of M'ONSOU. 

Form broadcasting 

1 want to lake tliis opportnnitx l<> 
(•\prcss III) personal appreeiatinii a- 
well a> tliat of (lie iNational \>mi( ialion 
of 'lVle\i>ioii and Hadio Fann Direc- 
tors for tlie >tor\ wliieli appeared in 
the Jaiiiiar\ i>-iie of \i>ur inajia/.iiie 
ill llie '\'\ and lladio NewMiiakers. 
^'oii lia\e al\\a\s exliibited a iiio^t 
uciieroiis atlitiitle toward tlie Farm 
r>r()adea>tiiit; I'rofe-sioii and for this 
we arc deepU appreciatix o. \> a 
matter of fad. we full) recomii/.e that 
it would iiol have heeii po>sihle for 
our \ssociatioii to •zaiii its pre^eIl! 
position in the iiidiistr\ had it not hceii 
for folks like you. 

Jack 'riminons. president \.\TRFD 

Kll'KIl, Shreicport 

• SI'ONSOK i-. proutl Hi Iiu«i- li<I|>r<I ll"" 
N \TKrn acIilcM- iialitMinl n t-osnillu" a« pnrt of 
sl-ONMIK". I.ollcv to ciirour.g.- ami promote 
,pcci«I l>r«.nlra~l iiinrk.-l.. l>olh ll.roncli artl.-Ic~ 
and market srrtion-., 

WICU revisited 

On hehalf of our friends at W U.l . 
Krie. 1 would like to hriiig to \oiir at- 
tention a hrod\ and two updatiiij:? of 
data on pa^es f)0 and (A of \our 
Deceniher 20th i-sue. wherein you 
refer to their highly successful "Let- 
ters to Santa" proinotiou under the 
caption. RADIO STATIONS. 

As to the error. WICl' operat(-s as 
Cliaiiiiel 12. and traiisniits good clear 
pictures along with sound. 

As FrieV oiiK \ HF television sta- 
tion and an artiliale of NBC and \UC. 
it deli\ers \ery substantial vietrins: 
audiences to advertisers, who like what 
its sislit. sound and action do to their 
sales. 

Re the two updatings of figures on 
page 64: 

The ■"Letters to Santa" Promotion 
c\entuall\ brought in letters with 43 
(lifTerent postmarks as compared to the 
39 you mention, and pulled o\er 5.000 
letters which is better than the 400-a- 
da\ listed in your item. 

\ioh hluttoii. promotion director 
EdivartI Petry. A>n- York 



Handy Boofcjitarfc Series 





product !h but if 

I '"^^ eiua "'''"'^ Plus f 
^ '"^"tificJ program 





Keep your place 
in Los Angeles 
\cilh KTTV 



-TV 
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THE PRESIDENT'S MILE: 

one of a series of paintings 
of Washington by William Walton 
commissioned by WTOP Television 

at Broadcast House, Washington, D. C. 
Operated by The Washington Post Broadcast Division 
Represented by CBS Television Spot Sales 



THE PRESIDENT'S MILE 

/;;• Willimii Woltou. 

Nintli of a series of pauithigs of Washington 
commissioned by WTOP Television 

at Broadcast House, Washington, D. C. 

Operated by The Washington Post Broadcast Division 

Reprints of this series available on request. 



We Have A Discovery, Too 

Admiral Byrd 




\(lmir.il Ki. lKir.l K. 15 ul i< nllt-t-d 
Id Iki\(' f;i(clii)ii>l\ , that lie 

kru'w (lis((>\ fr\ \\a- tlif SOI III 
I'OIJ',. het-an.-p l>kiiin)> piffled liim. 
"Cliil.! (;iul) ^..n Ml!"' W.-ll. Nx<» 
lia\c a (lisn)\tM\ in the South, loo! . . 
the (lisfo\tM\ of a (|iiarlei-ltillioii dol- 
lar N('f;ro market in Mt'inphi*! \roii-c 
roiir ^t'lisf of atl\ (Miliivf and explore; 
|)olciilials thin \\ Dl \. lo|)-raled, \c- 
uro Katlio Station, in M(*in|)his! 

Soc*io-Fc*oiioiiiic oliilioii 

In iIh- iiuhi-^lrial re\ohilioii of the 
South. Meuiphis has heroine a major 
eeiiler of de\ (•lo|)nu'iit — ami Negroes 
lune heroine a \ ital factor in the |)ros- 
|)erit\ of the community . \luu)>t one- 
tenth of the entire Neiiro |)0|)iilation 
of \mrriea resides in Memphis. In- 
diistr\. now. uses; this \e<;ro lahor on 
a .S2o() .Million, annual, hasis. W ith 
a tpiarter-hillion dollar pa\ roll, the 
earninrr power of the Memphis Negroes 
is the highest, per capita. rrlati\e to 
\'. hite. of any Negroes in the nation. 

As Negro eeononu has expaiuled, 
social consciousness lias iiK reased. 
I hese colored citizens acti\el\ par- 
ticipate in group-civic, and fraternal 
organizations. They accept ves|)on>i- 
l>ilit\ for less |)rogressi\e menders of 
their race and su|)|)ort welfare work 
for Negroes. \\ l)l.\ lulrture^ most of 
these pnhlic relations promotions and 
fosters the racial ambition for com- 
munity recognition. 

WDIA. also, encourages indi\idual 
desire for >ocial acce|)tance. In fact. 
\^ 1)1 -\ lias been instrumental in artic- 
ulating this |)ent-u|) longing of the 
Memphis Negroes "to he as good as 
anyone else" .... and has imple- 
mented the sale of a fantastic yolume 
of goods to satisfy tlieir urge for pre- 
ir.ium-grade foods, stylish clothing, 
and name-hraiid cosmetics. N'oyv. at 



ICv lliirold Walker 

a time, when Mcinplii>. Ncgroc- aie 
eiiniing more than at any |>criod in 
lii-toiy. they are learning tliiougli 
\\ i M \. to II large extent, how to nj)- 
gi.iile theii stand. lid of living. \\l)l \ 
ha- -iic< ceded in hreaking <dd cus- 
t iiii- and e-taldisliiiig lu'w con>uiner 
hiiyiiig liahits. Negroes in the Mem- 
phis trade aie are >.|)<-iiding *2.i() mil- 
lion dollar- ,1 ye, II on more and Ix'tter 



i*i*4>ni .>i4>ii\«' 

I" ore-ceing tin- economic trend. 
W 1)1 \ ((Miyerte 1. in 191!',. from th« 
I oin entiopal type radio -tation, to an 
all-negm |)rogiaiii center. \\ itliiii one 
year. W 1)1 \ juin|)ed from la-t to first 
|)o-itioii ill oyei-all audience rating, 
ami augmented it- annual gro.— dollar 
yolume hy 600'. I I f y ou liay<' a jjrofit 
niotiye in iiiiiul. take a mental exjjedi- 
tion to W 1)1 \! 

Kc'.ic'lioii l*;illorii 

Ml huyiiig depends, first, on coyer- 
age . . . then reaction to contact. 
W 1)1 \ lia< coyerage that is unchal- 
lenged ... it is the only .lO.OOO watt 
station in Meiii|)his. Xdtled to su- 
perior facilities. \\ |)| \ create- a re- 
action pattern, which may he judgetl 
hy the fact that W'OI \ lui- the largest 
iiuinher of iiatioiuil adyerti-ers in this 
radio field. 

Ileres why. \\ Dl.\ knows the |)sy- 
chological make-u|) of tlie .Southern 
Negroe- understaiuls his eyolyiiisr 
position. 1 herefore. \\ 1)1 \ customizes 
programiiiiiig to meet the changing 
socio-econoinic needs, providing Ne- 
gro announcers, disc jockeys. |)er- 
foriiiers. to estahlish rapport y\itli 
listeners, through tratlitional tyjH' en- 
tertainment and eoinniercials. 

Negro listener^ re-pond to their oy\ n 
kind, a- colored disc jo(keys dilTer- 
eiitiate hetyveeii "gos|)el' and "-|)irit- 
ual iiiu-ie . . . alternate rock-aiul-roll 
with bona fitle l)lues . . . and validate 
the whole with a corre-poiuling lingo. 
\udience- accept conn-el. for -tar- 
com|)reheiid the elemental |)hiloso|)hv . 
which is -ecoiid nature to the Negroes 
anil function in an advisory capacity. 
?erying both Negroes and advertisers. 
Mo-t important of all. perhaps, i* ac- 
ceptance of news, which Negro broad- 
casters slant to their autlieiices. T hev 
iiichnle Negro church and j-ocial news. 
Tliev pre-ent regional and national 
news in a simplicity of stvlr. suitable 
for a v irtually non-reading public. The 
ability to reach is very low amone the 



*"ontliein Ne^iioe- tlicv de|)ciid njion 
\\|)l \ foi tbeii new-, their iiiforiiia- 
tioii. and tlieii entei laiiimenl. \\ 1)1 \ 
iceojini/e- tlie-e i e(|nireiiieiit- . . . but, 

.It the -aiiie time di-|dav- acute aw; 

lie-- of the new -t.ltU-. take- rogni/.l lice 
of the new de-ile fol -ii|)riinr -taild- 
ai d-. 

\i';»ro .S|)oii(liii^ 

(]oil-e(|lientlv. Negroe- in Mrin|i|ii- 
aiid -iiiroinidiiig tiade area -|)eiid 
oO'( of their income on eoii-iimei 

|)rodiict-. -iicli a- f 1-. drug-, ua-o- 

line. and -oft good-, \nioiig \\ 1)1 \ - 
national i lieiitide are: 

Itlitr I'lulc I'uinls . . Carlrr's 
lAlllc lArcr I'ills . . I'.ssa . . 
XrrUl . Muxift'll ffoii.sr 
Cofft't' . . Svhlitz Itt'vr. 

I lie-e and luaiiv other iiiaiiufacliirers. 
di-trihutors. tlealers. realize that ordi- 
nary media do not cannot reach 
this vast Negro market. On the other 
hand, sale- record- CDiivincf them of 
the |)ower of W 1)1 \ - |)rograiiimint 
-tructiire ami sales-|)roductive jier- 
-oiialitie-. 

Cii:irl«Ml \\;ilc'r.s 

If von are interested in atlveiiture. 
with a |)rofit motive. |)re|)are to ex|)lore 
the Negro market in Meiii|)lii- di — 
covered bv W 1)1 \. W Dl \ -ail- in 
charted water-. ^ ou can embark on 
the most |)rofitable territory, availabh" 
ill the country. \\ 1)1 \ has. already, 
developetl a rece|)tivc audience . . . 
ami it- initiative, progran'iiiiiig. jier- 
forinaiiee. have markerl a definite < laiiii 
to this extensive and lucrative market. 

W ith W 1)1 \'- .lO.OOO watt coverage, 
ii reat lies 1 .2.^7. ()<!() Negro cn-tomer-. 
I he \\ 1)1 \ Negro ^laiT aihl- romiuer- 
cial iiii|)act to treuiemlou- |ieiietration. 
Market |)os-ibilitie- are fabulou-. Iii- 
(juire about them, inimediatelv . Droj) 
II- a note on voiir letterhead, that we 
may make a spe( ialized -tudv of jiow 
\\ 1)1 \ may be-t serve the iiitere-t of 
vour line. \-k. al-o. for a bound 
co|)v of. •'The Storv of W 1)1 \ '." 

W 1)1 \ i- I e;Me-ente(l iiationallv bv 
J ihii 1.. Pear-ou (]oiii|)auv. 



yjOHS FEPPER, Prtndent 



johsTeppe 

T FERGi 



BERT FERCVSbS, Ctntral Menairr 



HAROLD WALKER, Ccmmtrrial Manairr 
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FLORENCE, S.C 





ONE MILLION WITH 
ONE BILLION 

You can now find the magical Milky Way 
in the Carolinas! Hundreds of thriving 
communities and towns cluster around 
Florence, making the market comparable i 
size to "key city" metropolitan areas. 

The Florence "milky way market" adds 
up to one million people with more than 
one billion effective buying income! 

Only WBTW can give advertisers 
unduplicqteJ coverage of the rich "milky 
way market" . . . one million with 
one billion ! 

Chart your sales system to include 
the solar of the milky way market . . . 
WBTW, Florence. 

Represented nationally by CBS Televijion Spot Soles 



LUBTLU 

FLORENCE. S.C. 



WW 
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THE Y&R MEDIA STRATEGY 

Three ymir^ of u^ill«^ all-media huyiiijz >etu[) has 
proved elTeelive to the Nuinher One Iv-radio agency 



TTliis week the V&R media depart- 
nient. largest l>u\er of broadca.-t me- 
dia, starts its fourth \ear of operating 
under the all-media hu\ing s\stem. 

lliis period has hcfii one of great 
growth, with attendant increase in the 
burden and complications of the de- 
partmeiits work,. Since the 
agenc\ has \ irtualK doubled the n ol- 
iime of radio-tv billinss. soinc from 
S48 million in 1953 to S82 million in 
1956. V&K s top executives e^timate 
that air billings alone ma\ exceed SlOO 
million this \ear. 

When Y&K first adopted the all- 
media s\ stem, the broadcast industry 
watched with mixed feelings. Criti- 



By Evelyn Konrad 

^isIIl^ began pouring in e\en before the 
~\>tem had gone into elTect. There 
were the skeptics at other major agen- 
cies who doubted that a s\?tem used 
for rea^ons of personnel shortages and 
economies in \ er\ Mnall agencies could 
be tran.-ferred to an agenr\ with multi- 
million accounts without lo»? of client 
>er\ icing. Media reps feared a los» of 
personal contact with bu\er> who d le 
in\ol\ed in all. rather than in special- 
ized media. 

Now that the s\stem has been in ef- 
fect for three \ears. sroN.>;oK decided 
to reN isit (see "The all-media bu\er at 
V\R." sPO.NsoR. 9 \ugu-t 19541 the 
agency and reappraise the method. 



Modification> and change- ha\e oc- 
curred >ince it> birth, but "\ &R has 
continued and expanded its all-media 
bu\ing operation a< origiiialh con- 
cei\ ed. 

■■\\e*\e found that our all-media 
bu\ing operation relate- directK to the 
marketing rcN olution -ince the end of 
the war."' >a\ - Pete Le\athe*. "\ \R N.p. 
and media director. "It makes it po-- 
-ible for each bu\er to operate in 
depth on hi- account- and to make hi- 
media deiisions ba,-ed upon broad 
knowledge of the client - -ale-, di-tri- 
bution and marketing need-. 

^ince the concept \%a- first intro- 
duced at Y\R. the all-media bu\ing 
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All-media thinking begins at trainee and 

indoctrination level, when department recruits are rotated 

into various media services, then assigned to buyers 



s\sli'in has uiulcigoiie se\eral cliaiigos 
and imprON eineiils lia\e been made as 
pioMeiiis cropped up. The iiie\ital)le 
problem of eat'h l)U)er maintaining 
contact with station reps for a\ail- 
nbilities. for instance, was soKed h\ 
the establishment of a "contact clear- 
ing bouse, " the spot coordinating unit. 

Another prohlciii in the earl\ days 
of the system was that of reorienting 
the thinking of old time space bu\er^ 
and timebu\er- to turn them into all- 
media strategists. A ccjntiiuious train- 
ing program for all le\els of its media 
personnel was ^'&R's solution. 

In order to e\aluate its efTecti\ eness. 
si'()\soK made a special tour through 
^iiKs i9]-man media department in 
\ew ^'ork. 1 his tour, set up b\ Le- 



\athes. comprised in-depth inter\iews 
with Y&K associate media directors, 
all-media hu\ers. their assistants and 
meiid)ers of \ arious new ser\ ice groups 
within the media dejjartineiit who 
channel information to the bu)ers. 

SPON-i^OK watched Y&R media bu\ - 
ers at work, followed through actual 
client problems from the discussion 
stage to the soluti<jn. From this inside- 
the-coiiference-room sur\ e\ emerge ?e\ - 
eral questions about the functioning 
and elTeeti\ eiiess of the Y&R approach 
to media buying: 

• How do the 26 all-media bu\ers 
in the New York office divide the bulk 
of nearly $200 million in total hillings 
between them? 



• Can one man actualK be an ex- 
pert in all media and still carry 
through on all the contact and detail 
implicit in being an efficient media 
l)u\ er? 

• What ser\ ices does a Y&R client 
gain from this approach to media buy- 
ing? 

• What's it like to buy media in 
the No. One radio-tv agency in the 
country ? 

At the base of the answers to these 
questions is the fundamental philoso- 
phy that explains Y&R's switch to an 
all-media hu\ ing operation: 

"We want our bujers to run their 
accounts as if the\ were in\ e-ting their 
own business funds.'" said Le\atbes. 
"This attitude accounts for a different 
ps\chology among our bu\ers. At Y&R 
media n:en are counsellors advising 
clients on the most efficient way dol- 
lars should be spent in advertising. 
They're not specialists in particular 
media, but rather they work in depth 




Detail >vork is kept to niiiitiiium by service divisions in media department. Above Irl. buyer Warren Bahr coor- 
dinate< vsith Kay Jone^ (center), spot availability head, and Kent Kodenberger i|) traffic man for Time, Inc. 
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Rep contact '•• iiii|)<irl;inl pari nf Inner'- >M>rk. 
1 1 lo r) Jonr-. JraDiir l'\lf nf I'nrjoc. D.iu llNilriik 
nf Norfolk, (li-ni--. .naihiMlilii-- \>illi Halir 



Training 'i<"^* iill-mrdia mfii i- jiarl 111 ^\|{ 
(ilaii. Ilcrf \\ . \lalll)c>s -. rxn iiliM- a-^l-laiil In 
iDfdia (lircclor (r). lalk- In Cliira^io Iraim-r ^«rcnr> 



oil ;i(t<>mil>. with tlicnl ntlvt'rtisiiiii 
[lt'|);irlni('iil> ;ni(l >ak'sm('n. 

I'liis [loinl of N icw >iiiniiKiri/.t'> the 
IcM'l of M'r\ icr ^ ffcU iiitfiil ii|it)ii 
reiulfriiij; to it.» fli(Mil>. Tlic ai;rii(\ 
waiilrd mort' >trategi>t» and media 
planners, ratlier than jii^l detail men. 

■■()iir all-media hiuers actnallN fmie- 
lioii as media direelors on tlieir par- 
ticular aeroimt>. " l.e\ allies told sP(i\- 
s(ii{. *■ riie\ make the fundamental 
hiidiret leeommeruhition ami -uj-'L'e^t 
the media re(|nired for the client* 
\ar\iiij; inarketinu need*. W e feel that 
lhe\ eoiild not fnlfill this, their ino*t 
ini|iortant funetioii. *ucee--full\ if the\ 
were to repre-ent one or two. rather 
than all media within the aj:ene\ it- 
self." 

Ilow does thi;. work out in actual 
praetiec? sroNSOU derised the follow- 
injr conclusions ahout the ^ ivK hu)- 
ei s relatioiishi|)* within the asenCN. 
with the client and with niemhers of 
the radio-t\ in(lu>tr\ : 

• \s the ' llow -chart' of huNer re- 
sponsil)ilitie> I see page 27 I shows, the 
primar\ joh of the ^ \H all-media 
lni\er is in planninfi where and how 
the client's media ad\ertisinp fund!- 
are to he spent. In making these hud- 
jrct recommendations. Vi»K hu\er> 
draw upon information gathered from 
the account group, of which the\ are 
mcmhers. as well a* upon the research 
and merchandising departments. 

• bu\ers ha\e personal and 
continuous contact with the client ad 
manager. The>"re free to discu-- with 



him. either direclK or through \i>irs 
( ontai t man within the account group. 
Mich prohlems as media appropriations 
and hudget recommendation* for spe- 
cific market*. 

• I he ^ \l{ Inner can draw upon a 
*peciall\ set-up 'spot a\ailahilit\ unit" 
uiitler Ma\ Jones I former sales mana- 
ger for K(rl L-'r\ . Houston) for his 
-pot radio and t\ information. Jones 
maintains continuous rep contact at a 
rate of 20 to 2'^ rep \ isit* a thiN. and 
thannels the resulting information to 
the Narious huNcis whom it might 
concern. 

"We in this unit do nothing hut 
scout out aN ailahilities ami rate infor- 
mation. ' s;iid Jones. who > assisted 1)\ 
two girls. "We follow through on >ta- 
tion relations and details of time Inn- 
ing, like arrangements for make-goods. 
We also gather competitiNe hroadca-t 
information. 

I lere s how this unit. m-I up les* than 
two \ears ago. operates on a daN-l)N- 
da\ hasi*: 

\ hiiNer might come to Jones with 
the following situation: One of hi- cli- 



^ ARTICLE IN BRIEF 

Entering its fourth year, Y&R s all- 
media buying system has been stream- 
lined. Buyer's burden of detail work 
is taken over by new media services 
like spot availability unit. Here's how 
Y&R all-media buyers function on plan- 
ning level and how they serve clients. 



ents. with \ dollars to -peiid. wants to 
go into markets \ and l> at a spci ificd 
freipieiicN. He outline- his uther spc- 
cific re(|uireinents. whi< li could in- 
N oIm> age hiackets. t\pe of program- 
ing, and siniihir pertinent factors. 

"I ha\e to make a recommendation 
to the contac t man and the ( lient on 
I luirsihn morning, the huNcr niii:ht 
tell Jones on \Ionda\ afternoon. 

It - then up to Jone- to -cont out 
-iiitahle aNailaliilitie- in market- \ and 
n for the Inner h\ Wednesihn after- 
noon, sn the hmer can include them in 
his recommendation on Tliiir-daN 
morning. 

"We also -er\ e as a clearing hoii-e 
for reps." Jone-. "For in-taiK e. 

a rep might call or -top in with the 
information that a i ertain half-hour 
s\ndicated film will open up in De- 
troit and New Orleans at certain -peei- 
hed dates in the next few week-. It - 
then up to II- to clunnel thi- informa- 
tion to inner- who ve know want to 
get into tho-e markets. Thi- doe-n t 
mean that the rep can t and doe-n t sfc 
the Inner- personal^. Rut we can 
-aNe hi- time and the tiire of the |)u\- 
ers h\ roiitiiii; the information ahead 
of time. 

The 2(' inner- on the fourth lloor of 
^ \lv s New ^ ork olluf. like iheir < onn- 
terpart- in ."sjii Frami-co. Lo- \n^el< -. 
( hicaiio and Detroit, are each part of 
account group- a--ii:ned to tiie client- 
the\ re ser\ iciiiL'. \- memher- of the-e 
account ^rt)up-. thcN -it in on all plan- 
niiiLT meeting;-, repre-enting tiie media 



SPONSOR • 26 J.\M \RV 1957 



29 



All-media buyers, assigned to account groups, 
plan clients' media budgets and strategy, draw upon 
media services to help in detailed carry-through 



cle|jartiiic'iit and foun?clliii<; on proh- 
It'iiis related to media. 

"Kijilit now I ni uritiug jilans for 
two products for tlio next fisral year 
starting in April. " Warren Bahr, one 
of the Y&K all-incdia men. told SI'on- 
SOK. ""In tliese plans I'll be stating the 
ohjertives. the how"s and why's of 
spending the client's dollars. liefore 
starting on tliese plans. I attended 
many product group meetings with the 
account executive (we call him con- 
tact man), research, merchandising 
men, print coj)y and art men and 
television-radio coj)\ and art men.'' 



IJalir's final budget and media rec- 
onmiendation will he based in part 
upon information he gathers from the 
researcli department representative in 
Iiis product group I Who buys product 
units and where? ) and the merchan- 
dising dej)artinent man, who makes the 
forecast on sales based ujion units sold 
in the year jirevious and other factors. 

'"Our budget recommendation is 
based upon the sales forecast and the 
proportion of each unit that's to be 
used for advertising," said Bahr. "We 
make our recommendation on budget 
and media at the same time as the copy 



for the campaign is being worked on.'" 
While the planning function is the 
one Y&R considers the buyer's most 
valuable contribution, he's actually re- 
sjjonsible, too, for (1) plans adjust- 
ments required while a campaign is in 
progress, (2) regular operational de- 
tail like checking estimates, station 
lineups, billings and (3) maintaining 
relations with media representatives. 

Bahr illustrated the "plans adjust- 
ment" function with a letter he'd re- 
ceived that morning from the ad man- 
ager of one of his clients. The client 
felt that his spot radio announcements 
were spread too thin in some markets, 
and he suggested a general redistribu- 
tion. 

"Basically, this means that I re- 
evaluate the campaign, and it might 
mean some shifting of schedules or a 



IHI 



Y&R media teams handle near $200 million with 26 buyers in N 



Account 

Ameriran Home Foods. Inc. 
I Chef Hoy-Ar-l)ee Quality 
Foods, Inc.; Deiinison Div.) 

IJecch Nut — Life Savers 
Beech Nut Cum 

Life Savers 

Higelow'-Sanford Carpet Co.. Inc. 

Borden Company, The (All Bor- 
den: Cheese Division) 

Borden Company. The (Borden 
Food Products Co.; Industrial 
Products Div.; Borden's Farm 
Prods. Div.; Special Prodts.) 

Boyle-Midway, Inc. (3-1 Oil: 
Plastic Wood) 

Bristol Aircraft 

Bristol-Myers Co. 
BufTerin 

Sal llepatica & \'italis 

Cluett-Peahody (Boys Vt'ear; i 
Dress Shirts: Sportswear) ^ 

Dictaphone Corp. I 

Drackett Company (Drauo; 
W'index; Dazy Mist) 

Drake Bakeries, Inc. (Drake's 
Cakes and Cookies) 

Dufly Mott (!!ompany. Inc. 
I Mott's Apple Products; 
Clapps; Sunsweet Prunes 
& Juices ) 

Esterl)rook Pen Company. The 

Ethyl riorporation 

Ford Motor (N. Y. liais(Mi) 

Four Koses Di.-tillers (^o. (Four 
Hoses Whiskies, Gin) 

(iencral Cigar Co. 

Rohert Burn-- & \ an Dyke 



White 0\\1 & Wni. 
Cipar (Jorp. 



P 



Buyer and assistant 

Russell Young, Adelaide Hat- 
ton & Eleanor Paulsen 



William Doiiard, Marie Flti- 
patrlck 

Art-hur Jones, James Scala 

Donald Foot-e, Mary King 

Russell Young, Adelaide Hat- 
ton & Eleanor Paulsen 

Robert- KowalskI, Bertrand Hopt 



Art-hur Jones, James Scala 

Joseph St. Georges, Joseph 
O'Brien 

Seymour Drantch, Dolores 
Kreisbuch & Jack Hagerty 
Robert KowalskI, Bertrand Hopt 

Frank Grady, John Warner & 
Clara Haber 

Donald Foote, Mary King 

William Dollard, Marie Fiti- 
patrick 

Arthur Jones, James Scala 

Russell Young, Adelaide Hat- 
ton & Eleanor Paulsen 



Joseph St. Georges, Joseph 

O'Brien 
Thomas Comerford, Marie 

Mooney 
Thomas Comerford, Marie 

Mooney 
Donald Foote, Mary King 



George Hoffman, Genevieve 
Hurley 

Thomas Viscardi, Joseph Raf- 
fetto 



Account 



General Electric Company 
Appliances 

Tv Receivers Division 
Housewares & Radio Receiver 
Div. 

General Foods Corp. 
All Products, Corporate 

Walter Baker Chocolate 

Baker Frosting Mixes 

Franklin Baker Coconut 

Birds Eye 

Calumet Baking Powder 
Certo & Sure Jell, Jiffy Jell 
D-Zerto Dessert 

Jell-0 Products 

Kernel Nuts 

La France, Go, Satina 

Log Cabin Syrup & Country 

Kitchen Syrup 
Mapel Del, Wigwam 
Minute Products 

Postuni 

Sanka & Instant Sanka 

Swans Down Cake Flour 

.Swans Down Cake Mixes 

(^toodyear Tire & Rubher Co., 
Inc., (Goodyear Tires; Life- 
guard Tubes; Institutional) 

Gulf Oil Corp. 

llenrcdon Furniture Industries 

International Silver Company 
(1847 Rogers Bros.; Interna- 
tional Sterling; Stainless by 
International; Wm. Rogers 
Son; Anchor Rogers Sterling; 
Promotion Division) 



Buyer and assistant 



Arthur Meagher, George 

TIchenor & Richard Morse 
Arthur Jones, James Scala 
Vance Hicks, Eugene McCarthy 



Warren Bahr, Thomas McClIn 
tock & Robert Gleckler 

Warren Bahr, Thomas McClin 
tock & Robert Gleckler 

John Henderson, Robert Foun 
tain 

Warren Bahr, Thomas McClIn 
tock & Robert Gleckler 

Lorraine Ruggiero, Edith John 
son 

Kay Brown, Ann Purtlll 
Kay Brown, Ann Purtlll 
Lorraine Ruggiero, Edith John 
son 

William Dollard, Marie Fitz 

patrick 
Kay Brown, Ann Purtill 
John Henderson, Robert Foun 

tain 

Kay Brown, Ann Purtill 

Kay Brown, Ann Purtill 
John Henderson, Robert Foun- 
tain 

Warren Bahr, Thomas McClin- 
tock & Robert Gleckler 

John Henderson, Robert Foun- 
tain 

Warren Bahr, Thomas McClin- 
tock & Robert Gleckler 

Warren Bahr, Thomas McClin- 
tock & Robert Gleckler 

John Flournoy, Bette Ruth White 



Frank Grady, John Warner & 

Clara Haber 
Arthur Jones, James Scala 
George Hoffman, Genevieve 

HuHey 



J 



I 



r('('(innii('ii(latiun for an additioiiiil ii|>- 
propriatioii anil more Iiim in;;," ^aid 
Hiilir. "In lliis in^lanic, after clicck- 
in;^ niir <>l)ji'(°ti\cs, I nun find tlial. 
^incc llic cnipliasi-; in llic rani|iai;;n 
i> in another incdimn, tin* current >|iol 
radio (•o\era;;e i-* adeipiate in terni^ of 
our o\er-alI oI)je(i i\ cs." 

'I'he si;;ni fieant point al)otit this 
"plans adj iistnient " procedure is tlie 
fiict tliat tlie adxertisin;; nian;i;;er of a 
major hrand addre-^ed Iiis (picr\ to 
llie l)iMer direclh. and tlial the hiner 
Iiiniself is tin- iilttniate source <if xiicli 
media decisions. He. of course, re- 
piuts to an associate media director 
assi^jned to tlie account. I In- as>ociate 
metlia director reviews all plans and 
works in a siiper\ isor\ capacit) , with 
the I)iners a>si;;ncd to Iiis accDiinls. 
( I'lcnxe turn to pai^f 71) 



(see assignments below) 



Account 

(■n Joldison (Bal)y Prod- 
Do i^ion: Surjiical Drc-.-i- 
\y<\ ision) 

r. Inc.. Thomas J. (;^o(ips 
-a) 

linl Co., W (Kent ("iga- 
•■,) 

politan Life Insiiranco Co. 

t-McCorniai-k Linc>, Inc. 

lai .*^iia\Mniit Bank of 
ton 

lal Scigar Kefniinj: Co., 
Uack Fro-t; Ari)(ickic) 

Inc. I (".ri-ftin;; Card^) 



, (cel Tape Corp. (Texcel 
Roplianc Tape: Bondcx 
^ Tiling Tape; Texccil 

tnal Proddcts Corp., The 
' ulfs-; & Coets) 

• Iros t I'lcl'* Beer) 
I Br(i«, Inc. 

\ T & GaniMe Company, 
<Clieer & Spic 'n Span) 



pngton Kand, Inc. (Electric 
^iver) 

Typewriter Co., Inc. 

Irrizcd Div. of Clnett- 
Id)ody 

bion* Company 

I> r ^e^^ing Madiine Co. 

."^panlding & Bro>.. Inc. 
>)x Inc. 

he Magazine, Time. Inc. 
Tporate 

J rt# liinstrated Magazine 
7ne Magazine 

Hders Insurance Companies, 
ng & Rubicam. Inc. 



\ 



Buyer and assistant 

Joseph St. Georges, Joseph 
O'Brien 



Thomas Comerford, Marie 
Mooney 

Worren Bohr, Thomas McCiln- 

toclt * Robert GlecHer 
John Flournoy, Bette Ruth White 
Arthur Jones, James Scala 

George Hoffman, Genevieve 
Hurley 

Arthur Jones, James Scala 

George Hoffman, Genevieve 
Hurley 

Joseph St. Georges, Joseph 
O'Brien 

Kay Brown, Ann Purtill 

Thomas Viscardi, Joseph Raf- 
fetto 

Arthur Jones, James Scala 

Florence Dort, Catherine 
Brostrom 

Charles Buccicri, Donald Proc- 
ter i Marcia Roberts 

Frank Grady, John Warner 4 
Clara Haber 

Lorraine Ruggiero, Edith John- 
son 

Thomos Comerford, Marie 
Mooney 

John Flournoy, Bette Ruth White 

Donold Footc, Mary King 

Frank Grady, John Warner & 
Clara Haber 

Fronk Grady, John Warner & 
Clara Haber 

Joseph St, Georges, Joseph 
O'Brien 

Warren Bahr, Thomas McClin- 
tocl & Robert Glecller 

George Hoffman, Genevieve 
Hurley 

W. E. Matthews 





THIS WE FIGHT FOR "[rV fight for regular publication 
of spot tv and radio expenditures of companies comparable 
to figures available for all other major media. Ife believe 
that many advertisers uill fail to recognize the stature of 
the spot media until spot spending conies out in the open." 



An industry milestone: 

SPOT RADIO SPENDING BY PRODUCTS! 

Station Representatives Assoeiation releases indnstry's first snniniarv 
of the types of advertisers using spot radio and what they're spending 



^^or the first time in the history of 
radio, the iiulustr\ is beginning to 
know exactly where its spot re\enue 
is coming from. 

rhis week— tliaiiks to the collective 
efforts of the niemhers of the Station 
Kepresentati\es Association — agencies, 
advertisers and the entire radio in- 
dustry liave their first statistical tabu- 
lation of the product groups which 
in\est in the spot medium and a total 
dollar figure on tlie amounts invested. 

This crash through the silence bar- 
rier of spending concludes at least a 
decade of intensified search for the 
answer to how the industry could col- 
lect dollar data which would add 
further definition to the depth of spot 
radio and provide agencies and ad- 
vertisers with vital information. 

This new report — the second giant 
step toward re\elatif)n of complete dol- 
lar figures — co\ers the amounts spent 
by 31 difTerent product categories in 
spot radio during the third quarter (^f 
1956. Based on compilations of the 
^ew ^ ork accounting firm of Price. 
W^aterhouse & Co., the suinmar\ 
covers billings for the months of July. 
August and September. ^Ihe first step 
taken b\ SRA: publication of monthlv 
estimates, for the first time last year 
on total spot radio investments. The 
next logical stej3, third in the progres- 
sion, would be collection of spot spend- 
ing data by individual advertiser. 

In the third (juarter period on which 
the product category spending figures 
are released, total billing reaches a 
high of S33.6()9.00() in spot radio. Of 
this sum. the biggest single contribu- 
tion was made b\ clients in the food 
and grocery product industrie-. some 
•"^o.H 11.3.57. Second biggest product 



group was tobacco and supplies, with 
a total of S4.906.914. followed by 
automotive, with $2,991,201. and drug 
products, with $2,856,765. Ale, beer 
and wine accounts added up to some 
$2,621,602. 

A complete report on third (juarter 
spending appears in the chart on the 
opposite page, along with a compari- 
son of dollar investments for the same 
product groupings for spot television 
during the same quarter. Spot spend- 
ing in t\' came out in the open at the 
instigation of the Television Bureau 
of Advertising, which in the past year 
has published a quarterly report on 
expenditures analyzed both as to prod- 
uct group and to individual adver- 
tisers. 

Despite this newest milestone in the 
histor) of radio, agencies and clients 
are still eager to get more detail. 
They're interested in knowing what 
tobacco companies, as a whole, are 
doing in spot radio. But. more urgent 
to iheni. they want to know specific- 
all) what the Liggett & Myers* and P. 
Lorillards are spending. This is the 
t)pe of information which could evolve 
from the initial product category com- 
pilation b\ SRA. 

Product class information will be 
released regularU after each (piarter. 
according to Larrv W^ebb, managing 
director of SRA. Under his direction, 
and that of Frank Headley. president 
of SRA and of H-R Representatives, 
the member rep firms have set up a 
system which will enable subsequent 
reports to be developed in detail. 

It took a l(3t of work — and money — 
to set up the s\steni which forms the 
basis of the present SR.\ service: (1) 
monthly total dollar estimates of spot 



radio spending and (2) spending by 
product categories quarterly. 

SRA is using the same basic prod- 
uct category list adopted by the Tele- 
vision Bureau of Advertising for its 
.«pot expenditure reports. There are a 
few minor differences, however. SRA 
has added new categories under '"mis- 
cellaneous." omitting three TvB major 
categories: sporting goods, bicycles 
and to\s: stationer) and office equip- 
ment: and television, radio, phono- 
graph and musical instruments. 

Ageiic) men and their clients are 
enthusiastic about this additional in- 
formation on the dimensions of spot 
radio. But they still look to the day 
when more detail on spending of indi- 
vidual advertisers will be available. 

There are several possible ways of 
compiling such data. The most direct 
and complete would be getting radio 
stations themselves to open their 
books. Thus far. this has proved to be 
a point of no return for anyone who 
has tried to pry information from 
them. Another idea is to establish a 
central clearing house, where an out- 
side concern would sort confidential 
information from station billing fig- 
ures and come up with final totals. 
Still another concept, and one which 
has gained the most backing from ad- 
\ertising agencies and advertisers, is 
tlie suggestion that the plan — whatever 
il is — be administered by Radio Ad- 
vertising Bureau. RAB. at this point, 
sees no feasible way of setting up and 
launching such a collection program. 

^\'hatever the technique used, buy- 
ers think that some day, somehow, 
they'll be able to peruse a listing and 
find out exactlv what their conq^eti- 
tion is spending in spot radio. ^ 



.2 
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Spot rndio 




Listed alphabetically 


Dollar figure 


Rank 


"o of total 


Dollar figure 


\f;ri(iiltiirc 


S 1 277 142 


g 


3 8 


27;!.<Mi(> 


\lc, l)c«T. uiiic 


2 621 502 


5 


7 8 


<'!. U..i.(M>() 


'\imi'^cmciit>. cute 1 til iiiiiiciit 


235 263 




7 
. / 


I7I.(M»(» 


\iit()m(iti\ (• 


2 991 201 




O. 7 


l.;!27.(>(M» 


Miiil(liii<; iiuitciial, fixtiiic^. |>;iiiit> 


201 654 




. o 




(]|()lliiiig and accessories 


1 34 436 




A 
• *♦ 


(>()() 


Confections and >oft drinks 


907,493 


1 3 


2.7 


k02( ).(»(»() 


Consmncr scr\ ices 


1 041 879 


1 u 


3 1 


2.i';i.(M»() 


(^)sn)ctics and toiletries 


1 Q1 4 QQA 


7 


5 4 


<';.<ri().(i(M) 


Dental products, toolli paste, etc. 


302 481 


1 Q 
1 O 


g 

• 7 


2.712,()()() 


Drng products 


2 856 765 


A 


8 5 


.').29.).(«>(l 


Food and uroeer) products 


5 814 357 


1 


17 3 


21.77o.(>()0 


Carden supplies and ecpjipnient 


1 00 827 


Lb 




:i.",.()()0 


Gasoline and lubricants 


1 949 322 


o 


5 8 


.■i.'JOH.OOO 


Motels. re>orts. restaurants 


67 21 8 


OA 
JO 




7.S.(»()() 


Household cleaners, soaps. poli>lie-. \s;i\es 


1 n41 879 


1 1 
1 1 


•s 1 

1 


.><J2.0(K> 


Houscdiold appliances 


268 872 


1 o 


Q 

• o 


1.1 16.000 


I lousehold furnisliinps 


67 918 


28 




,'!97.0OO 


Ilouseliold laundry product- 


403 308 


1 r 
1 0 


1 2 


;i.2ru.()o() 


Household paper products 




2.1 




].oir>.(M)0 


Household <;eneral 


369,699 


17 


1.1 


.tI 1.000 


Xoti()ji> 


33,609 


31 


.1 


162.000 


Pet products 


201,654 


22 


.6 


,'119.000 


Publications 


403,308 


16 


1.2 


184.000 


Sporting good>. bicycles, toxs 








79.000 


Stationery, office e(]uipnient 








2.3.fM)() 


1 ele\*isj(^ii radio rinoiiofrrnnb 










musical instruments 









318.000 


Tobacco products and supplies 


4,906,914 


2 


14.6 


7.823.0(M) 


Transportation and travel 


974,661 


12 


2.9 


S12.0( »(» 


Watches, jewelry. camera- 


67,218 


29 


.2 


1.6.37.000 


Other 










Trading stamps 








3(t2.0(M> 


Miscellaneous products 








21-'i.0<H"l 


.Miscellaneous stores 








331.(M)0 


l)air\ and Jnar^arine urotlucts 


168,045 


23 


.5 




Finance and insurance 


168,045 


23 


.5 




Religious 


504,135 


14 


1.5 




Miscellaneous 


1,613,232 


8 


4.8 




Totals 


$33,609,000 






S83.863.()(M1 
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SPOT TV SPARKS NEHI EXPANSION 



Siicct'sisfiil franchise dealers in current markets attract new dealers in 

other markets. Nelii Corp., makers of Royal Crown, grows on this formnla 



I he ?()ft tirink empire known as 
Nehi Corporation has heen fannin<: 
out for more than half a c entnr\ . Its 
eajtital is where it always was — Cohini- 
hus. Ga.. but it now nunihers 437 pri- 
\ atel\ -financed bottlers throughout the 
I . S. Most of these are in the South- 
east and Southwest. Today. Nehi is 
in the jjrocess of consolidating its 
recent gain? and is ]K)ised to impro\e 
its position in markets it now holds. 
Here is where sjtot tele\ ision comes 
into the picture. 

"In a business that is built on ven- 
ture capital from individual bottlers,"' 
sa\ s Bob Tannebill, Nehi s account su- 
pervisor at Compton Advertising, "you 
can onl\ attract new franchises b\ 
making your present ones successful. ' 



iXehi tries to fulfill its objectives with 
a multi-million dollar air budget, in 
spot TV and the balance in spot radio. 

More than a year ago, Nehi Ad 
Manager Frank Gorman moved the ac- 
count from BBDO to Compton. It is a 
big product line of -il beverage flavors 
including Nehi Chocolate Drink, Diet- 
Rite Cola. Par-T-Pak, and the popular 
Royal Crown Cola. ?sational distribu- 
tion of this line is almost complete. 
\ehi and the Comjjton Agency are 
e\er on the alert to the possibility of 
adding key markets. 

1956 accomplishments suggest they 
are well on the way to this goal. De- 
spite a cold spring and summer in 
most parts of the nation (no greater 
blight can hit the bottling industry), 



Nehi sales advanced over the previous 
)ear. On the franchise front, 6 new 
bottlers joined the Nehi family. Among 
the most recent of these was a new- 
plant in the major market of Den\ er. 
In the offing are a number of new 
metropolitan markets about to be 
opened. Also in the offing: a stepped 
up spot tv campaign for 1957 that w ill 
start earlier and last longer. 

Last year's tv campaign found Nehi 
beverages and Royal Crown cola ad- 
vertised in about 250 markets. Com- 
mercial copy was aimed squarely at 
the consumer. Nehi used radio in areas 
where tv a\'ailabilities or co\erage 
didn't meet Compton standards. 

What are these standards? Gene- 
vieve Schubert, Nehi's timebuver at the 




Strategy for .Nehi Corp. >pot tv campaign is planned by (1 to r) Bob Tanne- 
hill, account supervisor at Compton Advertising; Roger Collier, assistant account 
executive, Compton and Frank Gorman, the Cohimbiis, Ga., firm's ad manager 




NEHI 

upper. 






"Miss Royal Crown" portrayed by Bunny Cooper is starred 
in this tv commercial titled Court Jester. It is one of two "spec- 
tacular" commercials produced by Nicliolas Gil)son of Compton 



Packaging has recently been redesigned in a .\ehi moderniza- 
tion program. Royal Crown Cola comes in both cans and botdes, 
is big seller in multi-package beverage line of 41 flavors in- 
cluding Nehi Chocolate Drink, Par-T-Pak and Diet-Rite Cola 
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ajzenc}. watches aiidienre composition 
closeK. She u.-es 20"^. IDs and min- 
ute? in prime nijjlittinie hours. 

She aims for the whole faniih at 
once to whet their tliirst as a group. 

hen Miss Scliuliert does use spot 
radio, she huys earl) nioniing. noon 
and later afternoon. 

'■E\ ery spot huy we make. sa\ s Ac- 
count Supervisor Tannehill. "'is a care- 
fully considered purchase. "\\ e ve 
pot to keep our hottlers happ}.' 

Apparently they are keeping tlie 
hottlers happy. A nuniher of them 
have written to Nehi thanking them 
for the quality of their commercials. 
A lot of the franchise dealers are tying 
in to the Nehi spot campaign with 
campaigns of their own at the local 



l('\cl. 1 hey are as>i>ted in thi> h) co- 
op inone\ from the Nehi Corp.. the 
amount hased on a carc^fully de\ eloped 
formula. This money goes to local 
t\ . radio, newspapers and promotion. 

Ahout five of the larger hottlers. 
with suh.-tantial ad\erti>ing hudgets of 
their own. now hill with Compton he- 
eau>e they feel it hetter coordinates 

ARTICLE IN BRIEF "' 

Nehi Corp. now has 437 franchise 
dealers in the U. S. It supports them 
with heavy spot tv advertising in 
about 250 markets. It assists them 
with their individual marketing prob- 
lems. In this way it keeps dealers 
selling and happy, attracts new ones. 



their local elT()rts with the parent cmn- 
paiu > campaign, ^e\eral other- arc 
considering a -imilar -tep. 1 he-e -jt- 
ellite account- are watched o\ er h\ 
Corneliu- Braren. Compton - market- 
ing man on "Sehi-l'o\al Crown, ('tamp- 
ion copywriters prepare their commer- 
cial- and ad-: Compton s media de- 
partment make- the local time and 
space bu\ .-. 

A- marketing man. Braren - time i- 
di\ ided ahout ecjualh hetween trouble- 
shooting and promotion on a national 
?cale. If a soft -pot in -ale- de\e|op-i 
or a problem ari-e- in a market. 
Braren i^ packed f>lT to the -ite of the 
trouble, lliere he'll -peiid a- much 
time with the bottler a- i- needled to 
anahze the situation. I hen he makes 
a specific recommendation to Nehi 
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NEHI continncil . . . 

Coi'|3.: it nm\ aii\ of many 

areas |)ririii<i, media, jjarkajjiiifi. |)ro- 
iiiolloii. Hesidrs l!ii<. lie follows 
lliroujili on the jilannrd c}cies of jjro- 
nKJtion. To assist franrliiso dealers to 
lie in with the s|)ol Iv cain|3aijin. 
('om|)t()n lel^ ihoni know when Xelii 
annoitiiremenis are on. 

.Marketing: at \ehi Corj). hejiins the 
da\ a new franchise is signed. A field 
crew from Coliimhus. Ca.. is run in to 
hel|) set up the plant, get distribution 
under way. oversee the executive ma- 
chiner). And this em|)hasis on mar- 
keting ha> even rebounded to liead- 
quarters. Several important changes 
and additions in the executive ranks 
ha\e been made in the past \ear. 

\nother impact of marketing is the 
complete package redesign of the Nebi 
line including the Royal Crown bottle 
and carton. The old red. black and 
\ellow R.C. lal)e! has given way to a 
crisp new red and while one: the bot- 
tle itself has gone through a sort of 
classical streamlining. The new j)ack- 
aging is designed not onh to attract 
the shopping housewife but to make 
that housewife proud to put the bottle 
down on her cocktail table when she 
entertains. The jiroblems in\olved in 
this modernization program are con- 
siderable. This multi-brand line is 
also ninlli-jaackage in order to compete 
in different markets. Royal Crown, 
for example, is bottled in quarts I Pepsi 
and Cola Cola are in 26 oz. bottles I. 
and in either 10 or 12 oz. bottles and 
cans (depending on what the compe- 
tition is doing in the market). R. C. 
leads in sales among canned colas. 

It is Royal Crown that gets the full- 
est treatment in advertising. Last sutii- 
nier, a brace of one-minute "spectacu- 
lar" commercials were produced for 
this cola. Tilled "Mardi Gras" and 
"'Court Jester," they were written un- 
der the suj)ervision of Jake Boyd. 
Comjjton coj)\ group head, and |)ro- 
duced h\ Nicholas Gibson of Comj)- 
ton. "Mardi Gras" has 21 separate 
scenes and a mix in\ol\ing six differ- 
ent sound tracks. It has a cast of 20 
dancers, and during the filming nearl\ 
half a Ion of confetti was used. ""Court 
Jester"' features a cast of 12. The star 
of each connnercial is Buiun Cooj)er, 
'"Miss Royal Crown." 

The commercials were shown during 
^eplend)er and October. Thv\ will .>^ee 
tr^e again this )ear. ^ 




^^rhey're all watching tv 
— except our customers" 

WTAC. Michigan, surprised Flint merchants uith 
the sales i in pact of a nighttime radio campaign 

lint, Mich., is a booming, industrial center with almost 
~r>'/c Iv set saturation. Too often when a salesman attemjjted 
to sell nighttime radio to merchants of the cit\ he was told: 
"'the\'re all walchini; television." And lhi>. was the last word 
until \\TAC tried a little ex|jerinient. 

Starting at 9:00 p.m. Saturday with a saturation schedule 
for Gross Point Inn, a drive-in restaurant, the station pitched 
three items. No one exj)ected much, least of all the owner. He 
was willing to gamble, but not to hire extra belj). After all, he 
reasoned. the\ re all watching television. 

Although the announcements said the drive-in would be ojjen 
until 1:00 a.m., a weary proprietor closed u|3 at 11:00 |).m. — 
all out of food, exhausted and wondering if it was worth that 
much work. He chased 60 cars out of his driveway and many 
others were disapjioinled when ihev found the Inn closed. 

In quick succession, as the story sjjread. the station signed 
u|) a dejiartment store and sold 120 dozen jaairs of children s 
training jaants. almost 200 bo\ s sport shirts, and To pairs of 
slacks. WTAC ran schedules for: a bar whose sole entertain- 
ment was an organist and packed it on an off night: Lintz 
Bros. Trailer Lot. where with clever co])y. almost 300 customers 
were attracted and $45,000 in actual business was written; a 
jewelr) shop, a gift store, a construction company — all with re- 
sults that belied the hours when the announcements were aired. 

David Mendelsohn, manager of \'^"rAC, sa\s the station has 
'"sold more deals to good merchants — livewires — than in the 
days before television.' He suggested these three jaoints as a 
ke) to nighttime selling. 1. Work with the account to see 
w hat w ill pull — then try to put a little more into the coj)y : 
2. Sell blanket packages that force an account to buy a quantity 
of announcements; 3. Forget tv — some peojjle don't watch the 
flickering screen. ^ ou don't need a half-a-mi!!ion peojjle to 
sell 100 shirts. All you need is 100 customers who will 
listen to )our story and buv your product. ^ 




Maternity shop liad ^<>ni'' terrific items, hut ttie appeal could be only 
to a narrow segment of the audience. I'iiil Crooclman of Coodman's Col- 
lege Dorm <li^plays one of the 136 maternity suit> -old in one Tlnirsday 
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TV'S IIVIPACT ON MAGAZINES 
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American Magazine End? |rommit. 
Thf Am'^rican Ma^azinr ended funds' 
J Is cighiy-ycar history yesterday j The v<- 
^•hcn thft Aupusi edition went on *" ""^ 
the ne^^■5stand5. At Iho end it piopriatio 
had 2.5.'i0.' " ^Iwcil&cr?. An an- ate ami i 

^'■^ to on^-^~^^-J!^> 
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Jiijit ln'caiisc it lias outstripped inajiaziiics in ad dollar 
voIiiiiR', must tv take ihv hlaine for pui)Iisliin<r failures? 



I> lelf\ ision tolling tlie di-ath-knell 
for niat:;i/iiie>? I'lii> a (jue-^lioii 
iIkiI lia> I'l'oii rai-ed l>\ bolli hnmaii 
and media expert in the decade -iiui' 
l\ entered tlie eoininunicali(in> arena. 
I lie answer i-< llial l\ ina\ lia\e tme 
liand on llir liell-rope. Hul llie oilier 
hand heloiigs lu lli(> |iiil>li>liiiip indii— 
tr\ il.-elf. I he re< eiil demise of Amcri- 
ran Masiazinr. Colliers and If oinan s 
Home Companion comes nearer to 
ide than murder. 
CerlaiiiK t\ . which edi:ed clo-e to 
the SI' I billion mark in acU erli>ini: 
d(dlar \ oliiiiie diiriii'r 19.i(i. >lands lo 
i;aiii lillle from llieir pa<-iiiji. Collier's 
and If Oman's Home together >hared 
onl\ ."^2.^'-j million ad re\eniie durinj: 
llie fir.-l 11 nioiilli> of 19.V). The 
( liance> of lele\ ision iiiherilinii llii- 
are -liaht. If redi-lrihuled al all. it 
proiiahK will i:o Jo oilier print iiutlia. 



.and po>sihl\ lo radio. Tlii» i> the jien- 
eral feelinf.' williin the a<l\ erti>iiij: 
apencie.-. 

I'.xrepl lo the \ er\ \ouii;: who haxc 
onl\ recenlK acijuired llieir fir-t ^ra\ 
(lanncd -nil and a de-k in an ad auen- 
(■\. the pa--^ini; of the Crtn\ell-('<dlier 
ina<:a/ine faniil\ parlicularK (.oili- 
er' s '\> \iewed a> a lrape<l\. There is 
a sympatico hclween the lonpe-lah- 
li-lied iiiaga/ine and the \eleran ad- 
man thai L'oe- far deeper than the lie 
helweeii him and l\. Rack in the .^0 -. 
oi e\en the '20'*. he ciil hi- leelli on 
iiiai;a/ine laNont- and cop\ . lie 
a(liie\ed prominent e in hi- profe^-ioii 
and >'i(t.t)(H> a \ear on iho-e fmir- 
rolor doulile lrU( k-. Hi- |o\allie- iiiaN 
-iiice lia\(" heen di\ided h\ a -lirewd 
-eii-e of hu-ine-^. hul hi- fir-l l>>\e re- 
main- the printed magazine jiase. 
\ look al the chart on the follow in" 
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First calculated year found tv's ad volume meager 



19 4 9 

Magazines 

Weeklies $245.4 
Women's $128.6 
General, farm $]18.5 



TOTAL 



$492.5 



Television 
Network $ 29.4 



Spot 
Local 



TOTAL 



$ 9.2 
$ 19.2 

$ 57.8 



. . But here are comparisons for past three years 



iii'ti|nllliiHiin"r 



19 5 4 

Magazines 

W'eeklies $362.7 

Women's $15L9 
General, farm $153.3 



TOTAL 



$667.9 



Television 

Network $417.9 

Spot _ $205.2 

Local _ $180.5 



TOTAL 



$803.6 



jiiii 

Magazines 

5 Weeklies „ . $395.0 

[ Women's $160.0 

General, farm $168.5 

^ TOTAL $723.5 

^nillllllli I'i'i' 



5 5 

Television 
Network _ $520.0 

Spot $265.0 

Local $220.0 

TOTAL _ $1,005.0 

<i||l .< , 



ti MliiUI'PI ■ llHI 



19 5 6 

Magazines 

Weeklies $380.2 

Women'.s $107.7 
Hu?.. farm. gen. $235.7 



'i'OTAL 



$723.6 



Television 
Network $640.0 



Spot . 
Local 



TOTAL 



$325.0 
$270.0 



$1,235.0 



ALL DOLLAR FIGURES IN ABOVE CHARTS ARE IN MILLIONS 

SOURCES: 1949, 1951 and I9.).'"> data prci>are<l hy MiCann-Kricksan for rrlnter's Ink. 1936 
macazlne figures from I'llt ; 1956 tv flgurcs from TSlt, 



page will show that the magazine has 
not been deserted for tv. Although 
1954 was the jear that saw tv overtake 
and pass the magazine in advertising 
revenue, it must also be noted that 
magazine take in ad dollars has 
showed a steady increase amounting to 
nearly 50% in the jears since 1949 
when tv got into the race. To lay the 
blame for publishing failures at tv's 
doorstep is unfair. But to call tv the 
catalyst that is changing the magazine 
concept — and it must change to sur- 
vive — is surely true. 

Bernard P. Gallagher, of New York 
City, is a man who has been close to 
publishing and its problems for a quar- 
ter century. He is a magazine and ad- 
vertising agency negotiator as well as 
president of World Wide Publications, 
Inc. and American Business Journals. 
He is publisher of The Gallagher Re- 
port which is circulated to 5,000 ad- 
vertising and publishing executives. 
In an interview with SPONSOR, he 
summed up tv's impact — good and bad 
— on the magazines. 

"On the bright side of the ledger. ' 
said Gallagher, "television has stepped 
up magazine revenue. This new. ex- 
pensi\e medium has increased adver- 
tising budgets and revised the thinking 
of the people who invest them. It has 
raised and enlarged their scope. The 
advertising price-tag seems less exorbi- 
tant than in pre-tv days. The client 
who becomes conditioned to plunking 
down $80,000 for 60 minutes of tv 
tends less to suffer nervous chills when 
presented with a single-insertion bill 
for $50,000 from Life or Saturday 
Evening Post. 

"Now for the negative side," Gal- 
lagher continued. "Television has 
made the media buyer more choosey. 
Where he previously spread his adver- 
tising budget over many magazines, 
be now is analyzing his buys more 
carefully and limiting his budget to 
two or three major ones. For too 
long, too many publishers have felt 
that the advertiser bas a responsibil- 
ity to keep them alive." 

There is no such responsibility. No 
j)ublisher, and — for that matter — no 
radio-tv station manager or network 
has the right to expect it. The opera- 
tion of any medium is a capital ven- 
ture for profit and not a case for sub- 
sidy. 

As Gallagher sees it, the major prob- 
lem of the publishing industry is that 
instead of fearing tv, magazines have 
been busy being afraid of each other. 
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\\ lt\ >liniil(l tn;tj;ii/incs f( ;ir l\ 
1 here lire two itiiijor i cii-oii-i : 

I 1 I ll'x Itjrd for iiiajjii/iiic-. lo cntti- 
|)(lc for till dollars with ii iti;is^ mc- 
(liiiiti like l\ on llic lone l»a^i-< of niw 
circiilalioii iiiitnl»cr>. \ iwa^a/iiif 
tirriU more than a itiillioit Mili^rrili- 
crs to wnw |)fforc an adv crli-rr wlio 
ina\ rfa( li liner liinc^ thai tnatn 
lionies w itii a 1\ >\ii>\\ . 

(2 I IVIc\ision has chanj-cd the cii- 
ti'rtaininfiit \alnrs and haliit-> of the 
\incri('an i)id)li('. I'oda). for fvatnplc. 
ihcre is i)rohald\ more fiction hcinj; 
\ icwcd than read. 

In aniplifx inj; jjoinl (li rcfiardin"; 
nia^s circiilalion nnrnhfrs conipflilion. 
IVIcvision iJiiriMii of Ad\ crlisiiij; has 
prt'^ciilt'd ihi^ coniparison of lire two 
media hascd on iNcilscn and SKDS: 
At 10:1.T a.m. (KS'l'l. 3.1 million 
homes arc limed to i\ which eijiials ihc 
('ond)iiied cireulalions of Tiinr and 
A eicsiceeA'. \l II a.m.. 1\ ecjiials the 
eircidalion of Lnoli al 1.1 million. \l 
noon. Ln(l)vs Home JowrnnI slips he- 
hind, and t\' is ahead of all hut two 
national maj;a/ines. the first of which 

lAjc — is i)assed at 1 :4.i p.m. \t 
7:h5 J).!!!.. t\ pa-^es Headers' D\siesl 
I 1 1 million to ll).4 million I. \t 10 
p.m. tv is watched in more than I"? 
million homes. In this comparison, 
neither % ieweis-per-set nor readers-per- 
copy were counted. 

This h\ no means implies that majra- 
ziiie circulations have fallen of! since 
t\. ActualU. the reverse is true. Since 
the end of W orld War II, the circula- 
tion of 30 top general consumer maga- 
zines increased ZO'^'i while the iiiimher 
of people ill the countrv rose 19' »' . An 
Alfred Politz Hesearch. Inc. studv for 
lAje shows a higher percentage of that 
periodical gets into tv households than 
into non-t\ households. Another sur- 
vey l)\ the same research orgaiii/atioii 
sponsored hy Look and titled. "The 
Audiences of Nine Maga/ines" sliow* 
the same to he true for e\ei\ one of 
the nine major puhlieatioiis studied 
(including the late Collier's and If oin- 
an's Home Coinpanwn) . 

It has heen the effort to huild such 
niass circulations that is jiart of pub- 
lishing's trouble. The expense of get- 
ting and holding subscribers with spe- 
cial ofTers and renewals is tremendous. 
Paper and production costs have 
soared. The average profit in the pub- 
lishing industry, after taxes, is onK 
about 2^2'^' Several years ago. Cos- 
mopoh'tan got off a very sbakv finan- 
cial limb by deliberately cutting back 



ARTICLE IN BRIEF 



1 



From a standing start 10 years ago, tv 
has jumped far ahead of magazines in 
ad revenue. At the same time it has 
enlarged overall advertising budgets, 
and thus benefited publishing. But tv's 
impact on audience habits has been so 
great, magazines may have to change. 

its ( ircniation from about 3 million to 
1 million. The\ did thi- l>\ eliminat- 
ing all siih-eri|)tioiis except fnll-ratc-.. 
1 he ( in Illation that wa^ added to (^ol- 
her's and // oinnn'.s Home when their 
publishers -u^jKTuled iiiierunn Maiid- 
ri/w Jnl\ found the pair with lit- 
tle time left to enjo\ it. Now it is a 
cpiestion bow |)rofitable Loo/: will find 
the subscriptions it is taking over 
from Collier s and // o//ui/i s Home. 

When the latter two sii-pended. (Col- 
lier's had 1.2 million circulation ami 
// oiiuin's Home had 1.3 million. Gal- 
lagher staled frankK : "No com|)an\ 
nianagement was ever more blind. 
During the late '40"s and earl\ .ids 
when the era of tv competition wa- 
developing, thi^ management failed to 
invigorate their maga/iiies. "Crowell 
iiiaiiageiiieiit." Gallagher said, "over- 
looked a vital truism of magazine pub- 
lisliiii". Magazines usiiallv beloii'i to 



an era. . . . W lu-ii it's <;onc, llir m.iga 
/ine fades. '](, surviv. itia;:aziiii's 
miisl change with the times. ()( // i>in- 
(in'\ Home ('.oiniitiiuoi\, he sjid; 
"(iiowtli of tv with iinineioiis si-t\i(e 
progiaiiis has <;iadiiallv redin ed the 
need for Women s sci\i(e maga/ines. 
. . . >igns have been appaient foi si\ 
veais. // IK. diilii t res|)(,iid. ' 

Of the top .30 magazines. 1,'; ;ire now 
operating in the red. lliis inav mem 
more fatalities soon. 1 be magazines 
problem, according to (/allaglier. is 
n'.>i a drop in eiienlation but in 
reiiilershij). 

Ibis leads to point l2i of the pre- 
V ioiis|\ -inentioiied leasons wli\ maga- 
zines imist eoiisidei the impact of 1\. 
Keadiiig is still vital, but the reading 
habits have changed ami tv lias |)|avcd 
a |)art in bringing that about. The 
name "magazine" means "siorehmise 
and this has alwavs been the format of 
successful periodicals , sine (• Daniel De- 
foe began tin; first one. 1 he material 
''storc'l ill magazines i* 1 j 1 informa- 
tion, and l2l entertainment. 

.\ magazine is read alone. b\ one 
per>ion at a time. Tv iiiav be viewed 
bv the faiiiib group. I'liitertaiiiiiufiit 
falls iieatU into group jiarticipation so 
it is in this area that tv has had its 
greatest effect. I'eople read more to- 

1 1' len.se Ivrn lo fxtiie 12 1 




Bernard P, Gallagher, nia<:azine and aihcrii-ing agency nr^iiiiainr, ^av- iliai 
ihc magazine l(ii-ines> ha< liern a-leep \%liile lelevi-ion wilh il- vi>i n::< r an I 
Ininprier men lia- been alerl and nn llie prowl. Too many p ildi-hers failed lo 
invisiorale iheir macazines during lale '10- and early '.SO's ulien ihe '-ra of 
Iv set in. Gallagher piihli-lirs The Gallagher Reporl for admen an 1 piihli-lxT- 
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an Antone 



ABC adds KONO-TV... makes 
San Antonio the nation's 
newest 3-network market 

?S()\v there are three in San Aiiloiiio! xXo longer i> llii< nuijor 
eily a Iwo-iiclwork iiuirkcl. AI^C- I \^ > iiewcsl |)rimar\ alliliale, 
KO.\U-'r\\ has filK'd oiil the network. |)i( tur(' in San Antone. 

San Antonio is tlie 71st market to he added to the AUC Ttde- 
vision Network in which it has a fnll-tinie e\elu^i\(' aOilicit*'. .\ow 
7.S.() |)er cent of the countr\"s \ \ homes can >ee aVI)C-T\ ])ro- 
grams "live " — a figure which will dcfinitcd} gro\\ in 19.i7. 

riiat s whv we couldn't kee]) it under our Stel-on- a minute 
longer. ScUi Antonio's in nur corral! 



TV'S IMPACT 

{Continued from page 39) 

da) for infonnation and along lines of 
t;jjecific interest than for sheer enter- 
tainment, ^lagazine fiction is on the 
downgrade, largeh replaced hy the tv 
drama. 

Dr. Tihor Koe\ es, v. p. of Institute 
for Motivational Research and its ex- 
pert on conininnications, says: "Tv is 
not killing the magazines. The hig 
magazines are getting bigger and the 
small ones smaller. Once in awhile one 
folds, hut not from tv. 

"Americans watch tv but also read, 
though patterns ma) dilTer from jjre- 



\ ious ) ears. 'J hey are more interested 
in non-fiction than in pre-war )ears for 
several reasons: ( 1 ) they feel a great- 
er responsibility; l2) the\ feel their 
pers(jnal li\es are invohed in big is- 
sues: (3 ) the) feel they're living in an 
era of d) iiaiiiic change and don't want 
to be caught short. 

"In these areas, ' Dr. Koeves goes 
on, "tv offers some, but not over- 
whelming conijjetition. The temjjo of 
t\ is too fast for the viewer to com- 
prehend abstract issues clearl). Peo- 
ple read abstractions at a slower rate 
than fiction. On tv, the visual ele- 
ment constitutes distraction, f^eople 




WHEC Rates FIRST 

with Rochester Listeners 

Out of 360 Quarter-Hours Mondays thru Fridays, 
In Competition with Five other Radio Stations 

WHEC RATES 275 FIRSTS and 10 Ties! 

Here's the Breakdown: 



WHEC 


Station 
B 


Station Stations 
C DE&F 


*FIRSTS in the Morning 115 0 5 0 


*FIRSTS in the Afternoon 70 


50 


0 0 


*FIRSTS in the Evening 90 

(10 ties) 


0 


20 0 

(10 ties) 



*COMPLETE ROCHESTER PULSE REPORT OCTOBER 1956 
BUY WHERE THEY'RE LISTENING . . . ROCHESTER'S TOP-RATED STATION 
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NEW YORK 
5,000 WATTS 



Represenlalives. EVERETT McKINNCY. inc. New YoiR. Chicago. LEE F.O'CONNELL Co.. Los Anceles. San Francisco 



watch mannerisms and background. 
Reading remains more conducive to 
concentration. 

'"Magazines may lose their readers 
from a variet\ of reasons that have 
nothing to do with tv. Our motiva- 
tional explanation for the demise of 
Collier s is that people were unable to 
define its personality sharply. It was 
undistinguished. It was a stranger to 
its readers." 

How do the advertisers and agencies 
view the tv-magazine picture since the 
passing of the Crowell-Collier family? 
Don Frost, advertising director for 
Bristol-Myers, says: "We're always ap- 
praising all media, but no special job 
has been initiated because of the Col- 
lier's demise. Our own magazine ad- 
vertising expenditure has actually in- 
creased tremendously since tv. We'll 
continue to be in magazines for a 
long time." 

Pete Matthews, executive assistant to 
I Y&R's media director, sees Collier's 
ad budgets going into other maga- 
zines — and directly competitive ones — 
rather than into other media. "Usual- 
ly accounts with big broadcast bud- 
gets, ' he says, "wouldn't require 
money released by one publication for 
their broadcast schedule and would 
liardly do a major re-evaluation just 
because a single magazine is out." But 
' in some cases, he does feel, magazine 
thinking may be undergoing a change. 
Among some clients there is a fear 
that the Crowell-Collier disaster may 
be starting a trend. 

The head of an agenc\ media de- 
I partment raised this question: If tv 
didn't kill radio, why should it kill 
magazines? "There's an enormous re- 
silience in all advertising media, ' he 
said. "In the early days of only 63 tv 
markets, we did find magazines suffer- 
ing in those markets. But I think 
they've bounced back. ' 

Terry Cunningham, advertising di- 
rector for Sylvania. says an adman's 
major consideration is: How much 
does it co;t to reach a consumer with 
an effective message? In this, maga- 
zines are not yet prohibitive, though 
tv sometimes is for the smaller adver- 
tiser. As far as his company is con- 
cerned, Cunningham says, "We still 
regard magazines a v ital part of a na- 
tional advertising jirogram." 

What kind of magazines will these 
be and how will they survive? Tlie 
immediate solution to survival, accord- 
ing to Gallagher, is a raise in adver- 
tising rates. Up till now. the\ have 
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Iccii iifiiiid In riii-"!" llifir riilf' on 
tiling lull ( ire iiliilinii im km^i-.. I".\rr\ 
(illicr iinlii^lrv lia-^ rai-rd it> |»rii <•«. to 
kc('|) in line vniiIi ri^iii<: |>riMlii('tii>ii 
(■(•■•Is. \ iiKijiii/iiic |»iij;c r;ilc incKM^t* 
l>a^('(l oi) :)(l(lc(l circiiliitioii oflcii 
(•;iiiccllf(l (till li\ llic cd-l of lluit ( ircii- 
lalioii llic ri'-iiij: jirodiK lion co^i*. 

■■ \(l\crli»cr>. aj:cii(if. and jtidi- 
li'.licr^ Ikinc wilnc^r-cd a --ad Iml clTcc- 
li\(' (lcn)on>lratioii of llic co^l ^(|iicc/c 
facing inaj:n/incs.' .-a\> (»alljL:luT. 
■"liming i- ri|)c for nuicli-nccdcd ac- 
lioii. Ml >i<:M^ poinl lo llial. 

"Look for |»iil>li>lu'rs Itoll) coll- 
sinner and Iradc lo lr\ lo jicl ahead 
of llieir t'o>t- l)\ annoiineini; new ad 
rate iiierea^es. " ( \ luose recoininended 
|)\ (iailajilier in liis Rrport in Ocloher I . 
" I lu'»e \Nill l»e eo'-l-of-|)u|i|isliinji in- 
creases \Nilli no coin|)aralile inerea-e-- 
ill eirciilalion •iiiaranlees. " 

(»allaj;lier rej;ards -ucli rale raises 
as a sensible. con>lriicli\e mo\e. and 
doe- nol lliink eillicr adverli>ers or 
apencie.x will (|narrcl \Nilli -iich acli(Jn. 

lie also feels adverli.-ers and ai:eii- 
ei("s will >li()\\ more hderanee for llie 
concept of -preadiiijr ad (hdlar- oser 
a nmnber of publication?-. "Il nia\ onlv 



Ifc Ieni|)(ii'ai \ ," lie --.n-. "lull llic i(le.( 
of coiiceiilraliK^ on one or two niajja- 
/inc- i- (iiie for a -elliack. Il a 
reali-lic allitiide for ajicncic-- wlio-e 
fllllire |)ld'-|ierit\ inll-l illc\ ital>l\ de- 
jiciid on llic c\i-tcncc of |iri>lilal>le 
nia^'a/iiic>." 

."^o (iallaj^lier \icw- tlie (.lowell- 
(lollicr lo-- a- tiic |)ii!>!i-!iin;x iiidii-tr\'> 
^aiii |ir()\ ided liiev learn ami |ii (dil 
from CA. mi-take-. 

" i lie ina<ia/inc l>ii-iiic— lia- been 
a-lce|i." be lold sI'dNsoit. "wbiic l\ lia- 
beeii aieil." in (.-(.. for e\ani|)lc, to|» 
men were idd. and jictliiij; older. "\:\- 
I'Ciitisc- were lalkiii;^ lo lliciii-el\e>. 
I be nuiLia/iiic- io-l (dnta( I willi adscr- 
ti-er> and reader-." 

"\leanw bile." be went on. "Udesi- 
-ioii wilb il. \oiinj;cr and liuiifiricr 
men wa- <m llie jirowl." 

W bal i- ibc future of maj;a/ine ad- 
\crli-iii|: in ibe l\ era? \- one adman 
|Mil it. " I here i- |)lenl\ of ad\ eri isinj; 
to -ii|)|)()rt lliein. \loreo\er. tbe maga- 
zines are naliirals for certain prod- 
ucts." I liese products are: licpior 
(\Nbicb air media wont take i ; class 
product- >ucb a- lii<;b fa^lli()n. trasel, 
jewclrv ; in-tiliitional and financial 



iialeiial; <i-itaiii |>er-oiial t\|i(' |iro(l 
n< \-. \t |irc-eiit, llie nri;.';(/iiie .d-o 
(iijo\- a -oil of "e\( lii-i\ it\ " ill ibe 
area of c<dor. lint tlii- iiiav be -boit- 
li\e(l a- tcle\ i-ion nio\e- into nioic 
and more color pi o;.'ramiiif.'. ami ad- 
\cili».i-r- bccoiiH- more intci e-lcd in tbe 
ii'i'dinin of color t\ . 

\- for tbe kind of mava/ine tliat 
will com|ie|c with radio and l\ for to- 
morrow- adseiti-ing (bdlar. (Ialla;:bcr 
foic«cf- llie "-|»ei-iali/cd imblicat ion 
lliat will lia\e a ii-e value or a|i|)(-al to 
«|)e( ilic iiilerc-l-. "llie ma-- eirciila- 
lion maj;a/.iiie. ' be -a\-. "i- on tbe 
wa\ down." I'riiiled fiction will be 
left laijich lo tbe |Kickelbo()k- wlii(li 
alread) base made inroad- into new-- 
-tand -ale- of tbo-e iiia;.'a/iiie- lliat 
are laijicK fiction. Mut for tlio-e 
nia<;a/iiies llial moderni/e l<t cater lo 
tbe new jiublic ap|>ctile for -|ieciali/ed 
readinp llie\ \Nill briiij: llicir ad\er- 
ti-inp witli tliein. \lan\ are doiiiL' il 
now NNOiiien - -er\ ice l)ook- llial base 
broadened tlieir -cojie. bow -to ami onl- 
(loor iiiapa/.iiie-. \nd. of cour-e. the 
phenomenal |)ubli-hinp; su( cc--; which 
thrive- nol only along with televi-ion, 
but on television 7/ Guide. ^ 




Have you seen the figures behind the word for . . . 

Coming : February 13th at the Waldorf-Astoria, New York- 



February loth at the Hotel Sherman, Chicago 
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Only market place of its kind. Gives programing profile of every 
tv and radio station in the United States and Canada. 
Published each March. Advertising forms close mid February 



RADIO AND TCL«VI»ION 

buyers' guide 

to station programing 



If you were a timebuyer asked to make up a I i st of 60 farm stations 
how would you go about It? If it were your Job to build lists of 
stations featuring farm programing, or sport shows, or negro, news 
of Latin American programing, homemaker shows or other special appeal 
programing where would you turn? 

If you were asked to make up a list of tv stations on one day's 
notice and needed film and slide requirements of each station; if you 
had to know about likely homemaker shows, farm programs, sportscasts, 
feature film availabilities - what would you do? 

The busy timebuyer, account executive, and ad manager turn to the 
Buyers' Guide to Station Programing . It works wonders for him. It's 
the only tool enabling him to quickly, accurately and expertly sort 
out the 3,500-plus radio and tv stations of the U.S. and Canada by 
their program characteristics. 

The 1957 BUYERS' GUIDE Is as basic as your rate card. It's the only 
source of Its kind. Your ad in BUYERS' GUIDE, near the programing 
analysis of your own station, will benefit from a year 'round exposure 
before the largest concentration of advertiser-agency readership in 
the trade paper field. BUYERS' GUIDE goes to the full SPDNSDR reader 
list of I3,5DD circulation. 

Send your reservation in right away. Use the attached order form, 
or wire collect for choice position. Regular rates and frequency 
discounts apply. Advertising deadline is 15 February. Regards. 

SI ncere ly , 

Arnold Alpert ^ 

BDLDFACE LISTING WITHDUT CDST 



Along with your ad in the 1957 
BUYERS' GUIDE your station 
will be listed in boldface in 
thft master dl rectory . 



SPONSOR SERVICES INC.. 40 EAST 49TM ST.. NEW YORK 17. N V 

1957 BUYERS' GUIDE ADVERTISING ORDER FORM 



Please reserve following space in the 
1957 BUYERS' GUIDE TO STATION PROGRAMING 



□ /«// page 



$450 



□ hali page .... $265 

hori:antal 7xi'* 



□ tico-third page . $330 

vfriical i'-,TlO" dfcp 

□ one-third page . $180 

vrrtifal J'iZlO" drrp 
har zontal (master dirrctary only i 



I understand my ad entitles me to boldface listing of my 
station in the master directory at no extra cost. 

NOTE TO CONTRACT ADVERTISERS: Ejrnrd niri I nlrt I rl id ; frequtnfT 
disc-linls. ippllrj I BI \KK^ ClIPF, -nl K.VLL r.VCTS !t.\.>«H-.-i 

□ I prefer placement in Master Directory 

□ I prefer placement in category listings 



Firm. 
City_ 



.Zone. 



-State- 



Name. 



CATEGORY 
LISTINGS 



RADIO 

Children 
Cta/Ltieal Mufic 
Fa rm 5rrr ee 
Gauntry and 

ir. "fern M ut e 
Fare'gn language 
La tin Xmeriean 
Sfgro 

I'oi ular Mutic 



TELEVISION 

Farm Serriee 

Feature Film 

Homemaking 

Sp*'eial Faci t (f S: 
Film X- Slide 
Speeifieationj 

Specialized Appeal* 

Sportt 



Capsule case histories of successful 
local and regional television campaigns 




TV RESULTS 



GROCERY STORES 

SPOi\;^OK: IiulepciKlcnt Grocers Alliance 

Capsule case history: In order to promote the uide 
\ ariel) of products liandled by grocer) stores, this sponsor 
wanted a television campaign which would appeal to all 
segments of the tv audience. To achieve this end the In- 
dependent Grocers Alliance utilized a multi-program line- 
up on the Champaign. 111., tv station, WCIA. The organiza- 
tion has credited this program line-up with causing a 
191/2'' sales increase in its 95 outlets in the east -central 
Illinois area. Four programs of varying types were selected 
to appeal to a niaxinmm audience. IGA reaches the night- 
time audience through two programs — Public Defender, on 
Thursdays at 9:30 p.m. and a 15-ininute newscast, aired 
Tuesdajs at 6:30 p.m. Happy Home, on Monday-through- 
Friday, is IGA's daytime housewives' special. Midivest 
Matinee, designed for children, has boosted sales of milk 
and ice cream. The commercials on these programs run 
the ganmt from low pressure institutional plugs to strong 
promotion of IGA brands. The $60,000 tv appropriation is 
shared equally among the organization's 95 retail outlets. 

WCIA, Champaign. 111. PROGRAM: Various 



RADIO-PHONOGRAPHS 

SPONSOR: J. A. Walsh & Co. AGENCY: Direct 

Capsule case history: The appeal of a music-and-news 
video show, KTRK-TV's new program Soundtrack, was 
explored recently in a campaign run b\ J. A. Walsh & Co., 
Houston's liCA distributor. Applying the concepts of radio 
to television. Soundtrack enables its audience to enjoy tele- 
\ ision in the busy morning hours from 7:00-9:00 a.m. 
without having to sit in front of the set. As a test item, 
J. A. Walsh bought 12 one-minute announcements on 
Soundtrack during the first week in December. The com- 
mercials advertised an RCA radio-phonograph priced at 
$29.95. Since this was a test campaign, the distributor 
purposely did not inform its dealers of the commercial 
broadcasts and no other advertising was used. Dean R. 
Benton, sales manager for the RCA Victor division of J. A. 
Walsh, reported that the 12 announcements moved well 
over a hundred of the radio-phonographs in a period of 
two weeks. He went on to say that the sales were clearly 
a direct result of the spots run on Soundtrack. This $240 
campaign led the sponsor to sign for 13 additional weeks. 

KTRK-TV, Houston, Texas PROGRAM: Soundtrack 



CHRISTMAS TREES 

SPONSOR: Christmas Tree Land AGENCY: Direct 

Capsule case history: The use of live evergreens for 
Christmas trees is a well-established tradition which must 
present formidable competition to retailers who attempt 
to sell a different type of Christmas tree. With the aid 
of television advertising, however, Chicago's Christmas 
Tree Land was highly successful in selling a tree which was 
not only different but also far more expensive. Over a 
period of two weeks, Christmas Tree Land ran commercials 
on WBKB for the Starlight Tree, a permanent metallic 
Christmas tree that revolves on a musical base. The ad- 
vertising consisted of a series of 14 one-minute live partici- 
pating announcements spread among three daily tv shows. 
The Starlight Tree retailed at $129.50 per tree and during 
the two-week advertising period 5,066 trees were sold for a 
total dollar volume of approximately $650,000. As the 
Christmas Tree Land firm had only geared its 1956 pro- 
duction for a total seasonal .sale of 5.000 trees, the number 
of sales during the two-week period was a tv advertising 
coup. The cost of the 14 aimouncements was $2,000. 

WBKB, Chicago, 111. PROGRAM: Announcements 



FOOD & GROCERY RETAILERS 

SPO>}SOR: Park 'N Shop AGENCY: Crawford Advertising 

Capsule case history: Had you spotted a pajama-clad 
citizen toting a watermelon on a Charlotte street one night 
last summer, you wouldn't have had to worrv about hallu- 
cinations. Residents of the Charlotte area were induced to 
play the "pajama game" through a novel tv offer made by 
Park 'N Shop. This sponsor began advertising on WBTV 
with The Harvesters, a 15-minute program aired at 10:00 
p.m. which features gospel singers. On the first pro- 
gram. 31 July, watermelons were offered at lOc* each, 
5(J if the viewer appeared in pajamas. Customers flocked 
to the Park "X Shop, thousands wearing pajamas, and 
nearly two trailer-truck loads of watermelons were sold less 
than two hours after the show went off the air. In addition, 
Gladiola Biscuits, a product new to this market, were of- 
fered at 5(J a can and 15 cases were sold less than 5 minutes 
after the show ended. The two-week period following this 
show brought a 40^^ sales increase and since the first show, 
the business increase averaged more than 81.000 per day 
for a five-week period. Cost for the first two weeks — $560. 

WBTV, Charlolle, NC PROGRA.M: The Harvesters 
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Man and boy, WTAR and \VTAR-T\^ the most valuable assets you buy when 

have been navigating the air-waves of you advertise on Tidewater Virginia's 

Tidewater Virginia since 1923, when dominant \'HF Station. 

WTAR Radio went on the air. Naturally, there can never be a Television 

WTAR-TV's "Air-Date" was April Station hereabouts with the length of price- 

2nd, 1950. WTAR-TV's almost seven less EXPERIEjYCE that WTAR-TV 

years of telecasting e.xperience is one of gives you. 

BASIC FACTS on WTAR-TV 

c«»ot tj 

Channel 3 . . . Maximum Power . . . Maximum Tower . . . CBS Network 

^" Estimated Sets in area (Dec. 1, 1956) 418,016 

:3iiSL±A Population in area 1,767,900* 

.NOirOLV 

VIRGINIA / Families in area 457,700* 

Effective Buying Power $2,407,998,000.00* 

(•From Sales Mana£«m«nl's Survey of Buying Po"*'. May 10. 1956) 






(Based on Measured Contour Map by Jansky {, Bailey) 

5 of Virginia's Busiest Cities are 
within WTAR-TV's Grade A Signal. 



CHANNEL 3, NORFOLK. VIRGINIA 
Business Office and Studio-720 Boush Street, Norfolk, Va.. Tel.: MAdison 5-6711 
REPRESENTATIVE; Edward Retry & Company, Inc. 
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^ SPONSOR ASKS 



How much do you rely on motivational research 

for the content of radio and tv copy Si 




Arthur Bellaire, pres. in charge of 
tv copy. Batten, Barton, Ditrstine & Osborn, 
\ew York 

Xo research of an\ kind can be niea- 
sured in inches or pints or pounds. 
When a copywriter creates a televi- 
sion or radio commercial, he is calling 
upon a rich mixture of facts and ex- 
perience. While motivational research 
— along with all the other kinds — has 
helped contribute to said facts and ex- 




"n'c/i mixture 
of facts and 
experience" 



perience, it is bordering on the im- 
moral to ask him to isolate any por- 
tion of his mental process for the sake 
of laboratory analysis. 

Motivational research is relatively 
ncAV to the advertising research picture; 
but nobody has w elcomed it more than 
the copywriter. Without a doubt, as 
rapidly as it can be soundly developed 
and broadened, it will enrich more and 
more the copywriter's basic under- 
standing of the audience he is con- 
stantly in touch with. For motivational 
research, if it can be viewed as an en- 
tity for a moment, does not attempt to 
rate a commercial by score or to pro- 
mote memory games on sales points. 
It simply tries to find out more about 
why consumers act as they do. And 
anything that even tries to do that is 
doing the copywriter a service. 

To answer the question more direct- 
ly, motivational research is only begin- 



ning to make concrete contributions to 
the copywriter in the form of informa- 
tion gathered in directed depth inter- 
views, non-directed depth interviews, 
group interviews and projective tech- 
niques. 

More importantly, facts thus learned 
often make more sense w hen integrated 
with information from other types of 
research. It is a slow" process. It can 
be an expensive process. It is a worth- 
while process. 

Alberta Hays, t;ice president and copy 
group head, food accounts, McCann-Erick- 
son. Inc., Neiv York 

Motivational research can and does aid 
the radio or tv copywriter in two 
broad ways: (1) By pointing the di- 
rection the copy appeal should take, 
and (2) in so doing, saving the writer 




"a woman does 
not mean what 
she thinks'^ 



a great deal of creative exploratory 
time; time that can be spent in con- 
centration on a given appeal. 

Illustrating this first point — that is, 
"direction of the appeal" — it has been 
show n that in the area of "taste, ' a 
w oman does not necessarily mean what 
she thinks she means when she says 
she does or does not like a particular 
taste. 

With Kippers, for example, women 
object because the\ were "too salty' 



or "too strong." Actually, study of 
data revealed that women associated 
Kippers with "foreign dishes" and 
"smelly docks." They just did not like 
the picture that Kippers brought to 
their minds. Copywriters were di- 
rected to associate Kippers with topi- 
cal "American dishes," and the result- 
ing sales increase supported these 
findings. 

By narrowing the area in which a 
writer's creative imagination works, 
motivational research enables him to 
spend his time thinking deeper, as it 
were, instead of wider, reducing the 
variety of appeals he has to explore. 

Xot all motivational research is 
helpful, of course. Sometimes it has 
been found that there are no "deep 
findings. ' Sometimes the research 
findings are too complex to be practi- 
cal for a writer. There may simply be 
too much information to fit into one 
spot radio or tv commercial. Once in 
awhile the findings are exactly oppo- 
site, too basic and abstract to be of 
any help. 

These difficulties can be overcome 
by close cooperation between creati\e 
people and research people. The high- 
ly competitive nature of today s market 
demands it. 

Joe McDonough, radio-tv group head, 
Cunningham & U alsh. Inc., AVw York 

Norman Fronk, a man who under- 
stands motivations and still loves them, 
once made this profound comment: 
"Motivational research is a crutch, but 
not for walking. It is for beating cli- 
ents over the head w ith. ' 

Now MR should not be belabored 
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this \va>. nor used tliis wu). Tocla\ 's 
motivational lesearcli has a very (It'fi- 
iiito place. I liat place is in tlic hack, 
not tlie front of a \Nriter"s mind. MR 
should he read, dijiested. and then for- 
gotten. It belongs in the suhconscioiis, 
a part of a writer's intuition, his per- 
ception, his empathy. Also. It helps 
a\oid pitfalls Nshich were meant to he 
fallen into h\ certain <)\ erahundant 
t\pes \Ne might classify as "head- 
beaters." 

In contrast, consider Uill Shakes- 
peare, one of the most successful do-it- 
\ourself practitioners of moti\ati()nal 
research. W e could all do worse than 




"// is 100 
righl . 
oj the tiim 



to emulate his success. Howe\er. to 
do so. we must also emulate his meth- 
ods. Bill used MR to suppl\ the broad 
strokes. ]{adio-tv writers sliould use 
moti\ ational research in the same wa\ . 
to supply the broad aspects of why 
people buy or to coin a well-known 
phrase, the big picture. 

After ) ou have digested the aston- 
ishing news that women feel guilty 
about wasting scotch tape, or making 
instant coffee (especially ^^•hen they 
feel it is inferior to percolated) : or 
that men justify bu\ing Cadillacs on 
the ground that they sa\e mone\' on 
gas — we say. "Push It in the back of 
your mind and let It soak In. But if 
It gets too far up front, look out! It 
may confuse you about the real rea- 
sons people give for buying (or the 
arguments they can accept or admit 
for bu\ Ing) 

W ho. for example, would like to 
write commercials admitting that men 
hate to shave because this symbolically 
represents emasculation? A fascinat- 
ing problem. Would you say. "Walk, 
don't run. and get not three but one, 
of the world's dullest blades?"' 

Yes. you can overdo a good thing, 
and '■Ho\N are you fixed for blades? ' 
may not have any MR behind it. but 
it gives the motivational writer a 
pretty good run for his money. 

In conclusion, a good thing for all 
writers to remember: "Motivational 
research is 100*1 right . . . \~''( of 
the time. * ^ 




ONE WILL DO/ 



One station — WBNS Radio — drops sweet- 
spending Columbus and Central Ohio right 
in your lap. WBNS delivers the most listeners 
. . . twice as many as the next biggest station. 
The most and also the best. With 20 top Pulse- 
rated shows, WBNS puts push behind your 
sales program. To sell Central Ohio . . . buy 
WBNS Radio. 



CBS FOR CENTRAL OHIO 



Ask John Blair 

The number one Pulse station 
covering 1,573,820 people with 
2 Billion Dollars to spend. 



radio 

COLUMBUS, OHIO 
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Radio Baltimore 




\1 



After only 8 weeks* is now 




in the Oct.-Dec. 1956 



HOOPER RADIO AUDIENCE INDEX 



In total rated time periods 



*On November 10, 1956, WCAO programmed 
full-time Independent with the same proven 24- 
hours-a-day formula originated and used by 
WMPS, the number one station In Memphis In 
Hooper, Metro Pulse, Area Pulse, Nielsen, Hooper 
Car Radio, and Hooper Business Establishment 
surveys. 

This successful radio programming Is also being 
used by Radio Boston WCOP and Radio Chicago 
WJJD with the same magnetic audience attrac- 
tion In those markets. No gimmicks, no giveaways, 
no promotions, just solid programming for solid 
listeners who reall y listen ! 



Keep your eye on these other Plough, Inc., Stations: 

Radio Memphis I Radio Boston I Radio Chicago 



WMPS I WCOP I WJJD 

REPRESENTED NATIONALLY BY RADIO-TV REPRESENTATIVES, INC. 



1 
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A iveelcly listing oj changes 

in the advertising and broadcast fields 



NEW AND RENEW 



NEW ON TELEVISION NETWORKS 



SPONSOR 


AGENCY 


STATIONS 


American Home Products, NY 


Y&R, NY ... 


CBS 


178 


Bauer & Black, Chi 


Burnett, Chi 


ABC 




Bauer & Blacic, Chi 


Burnett, Chi 


CBS 


56 


Blue Jay, Chi . 


Burnett, Chi 


ABC 




Bon Ami, NY 


. R&R, NY 


ABC 




Helene Curtis, Chi 


William H. Weiss, Chi 


CBS 


197 


Ford Motor, Dearborn, Mich 


)WT, Detroit 


_CBS 


161 


Maybellinc, Chi 


Cordon Best, Chi 


. CBS 


165 


Mutual of Omaha, Omaha 


Bozell & Jacobs, Omaha 


CBS 


87 


Nestle, White Plains, NY _ 


Mc-E, NY . . . . 


CBS 


76 


Nestle, White Plains, NY 


Houston, NY . 


NBC 


118 . 


Nestle, White Plains, NY . 


Mc-E, NY 


CBS 


75 


Pittsburgh Plate Class, Pittsburgh 


Maxon, Detroit . . 


. CBS 


77 


Ralston Purina, St. Louis . 


Cardner, St. Louis . 


NBC 


89 


Yardley of London, NY . . . 


. Ayer, NY 


ABC 





PROGRAM, time, start, duration 

Arthur Codfrey, alt W 8-8:30 pm; 9 )an; 52 wks 

Circus Time; Th 8-9 pm; 21 Feb; 1 partic per wk 

Captain Kangaroo; alt Sa 9:35-9:40 am; 2 Feb; 6 wks 

Afternoon Film Festival; 3-4:30 pm; 1 Apr; 1 partic per wk 

Circus Time; Th 8-9 pm; 24 Jan; 1 partic per wk 

Cale Storm Show; alt Sa 9-9:30 pm; 12 )an; 19 wks 

I Love Lucy; M 9-9:30 pm; 4, 18 Mar only 

Presidential Inaugural Ball, M 11:15-12 m; 21 Jan only 

Arthur Codfrey Time; Tu 10:30-10:45 am; 8 )an; 13 wks 

Valiant Lady; alt Th 12-12:15 pm; 10 )an; 52 wks 

Blondie; alt F 8-8:30 pm; 11 )an-20 Sept 

Carry Moore; alt Th 10-10:15 am; 10 )an; 52 wks 

Carry Moore; alt F 11-11:15 am; 11 )an; 13 wks 

Big Story; F 9:30-10 pm; 8 Mar-21 Feb, 1958 

Famous Film Festival; Sa. 7:30-9 pm; 23 Feb; 1 partic per wk 



RENEWED ON TELEVISION NETWORKS 



SPONSOR 

American Tobacco, NY SSC&B, NY 

Mercury Division — Ford, Dearborn, Mich.. K&E, NY 



AGENCY 



STATIONS 



PROGRAM, time, start, duration 



NBC 89 . Big Story; F 9:30-10 pm; 1 Mar-14 Feb, 1958 

_CBS 198 Ed Sullivanj Su 8-9 pm; 30 Dec, 1956; 52 wks 



BROADCAST INDUSTRY EXECUTIVES 



NAME 

Charles R. Abry 
Cene Autry 
Tom Chauncey 
John Cooley .. 
Robert E. Davis 

Leon Dolnick . 

Ted Dorf 

Bob Flanigan 
Byron E. French 
Alan Ciellerup 



FORMER AFFILIATION 

_ABC-TV, NY, nat sis mgr . ... _ 

..KOOL, KOOL-TV, Phoenix, Ariz, pres . 

.. KOOL, KOOL-TV, Phoenix, Ariz, exec vp & gen mgr 

WCAY, Silver Spring, Md, news staff 

KVAN-AM, Vancouver, Wash, sis mgr 

_WITI-TV, Milwaukee, Wis, promotion dir 

.WCAY, Silver Spring, Md . 

WOV, NY, asst to gen mgr . . 

Ottaway Newspapers-Radio Inc, Endicott, NY, exec vp.. 

Printers Ink, media rep .. .... 



Howard Hammond 
Stuart Hepburn . . 
Henry Hickman 
Joseph F. HIadky 
Ceorge Inghram . 

Lew Jeffrey 

John J. Kelly . 
Robert S. Kieve . 

Jody Klahre 

Jackson Launer 

Al LeVine 

Nat Liebeskind 

Cregg Lincoln 

James V. Malloy 

Joe Miller . _ 

Robert M. Ryan 

James Schroeder 

Adolph L. Seton 
Wendall Siler .. .. _. 
Crace M. Spanihel .... 
Don Stewart 

Val Thomas 

Lawrence Turet 

Cuy Vau;;han 

Sam Whitacre 

Norman W. Williams 
Eugene C. Wyatt . ... 



..KIMA-AM, Yakima, Wash, radio eng . . . . . 

. WCAY, Silver Spring, Md, commercial mgr ... 

. WFBR, Baltimore, asst program dir . . ... 

.Cazette Co, Cedar Rapids, Iowa, vp & sec - 

..WISN-TV, Milwaukee, acct exec . 

KMTV, Omaha, production mgr _ 

. Collier's Magazine, NY, advtng sis . 

_U.S- Information Agency, Washing, DC, special assistant 
to deputy dir . . .. 



WCPO-TV, Cin, producer ... 

-Sportlite, Inc, Chi, head . . 

.Times Television, NY, gen mgr . _ . _ 

-Crosley Broadcasting, NY, sis .. . 

..Bill Sturm Studio, NY ... . 

.KFMB, San Diego, local sis mgr .... .. . 

KINC-TV, Seattle, news editor 

KSEM-AM, Moses Lake, Wash, mgr 

ABC, NY, asst dir press information . . 

WRAD, Radford, Va, gen mgr . 

FC&B, Houston, r-tv timebuyer 

KRAM, Las Vegas, gen sis mgr ... 

-WCAY, Silver Spring, Md, dir promotion-public relations 

Weir Associates, NY & Miami, producer-director .. 

Charlotte Observer, Charlotte, NC, feature advtng mgr 
.Republican State Central Committee, Wash, publicity dir 

KMTV, Omaha, dir . 

.Midsatc, Inc, Dickson, Tenn, pres 



NEW AFFILIATION 

NBC-TV, NY, eastern sis mgr 

Same, chairman board 

Same, pres & gen mgr 

Same, dir promotion-public relations 

KIMA-AM, Yakima, Wash, sis mgr 

Same, acct exec 
_Same, commercial mgr 
_Storer Broadcasting, NY, sis 

Same, chairman board 
..RCA Recorded Program Services, NY, sis rep — southwest 
territory 

..KBAS-TV, Ephrata, Wash, chief eng 
..KNOX, Fort Worth, vp & gen mgr 
..Same, operations mgr 

Same, pres & gen mgr 
_WISN, Milwaukee, radio sis mgr 
.Same, program mgr 
..ABC Tv Net, NY, acct exec 

WBBF, Rochester, NY, vp & gen mgr 

. KCW-TV, Portland, Ore, asst to promotion mgr 
WLW-C, Columbus, Ohio, production mgr 
Same, also Kling Film, Chi, dir — syndicated film div 
Sterling Television, NY, member board 
WLW-C, Columbus, Ohio, sis mgr 
WJAR-TV, Providence, Rl, acct exec 
Same, gen sis mgr 

KOMO-TV, Seattle, sis promotion mgr 
KBAS-TV, Ephrata, Wash, sis mgr 
Same, mgr on-the-air-promotion 
WDBJ-TV, Roanoke, Va, acct exec 
KTHT, Houston, asst to mgr 
KSDO, San Diego, acct exec 
Same, sis 

WITI-TV, Milwaukee, Wis, promotion dir 
James S. Ayers Co, Charlotte, NC, office mgr 
KOMO-TV, Seattle, acct exec 
..Same, production mgr 
ABC Tv Net, NY, nat program sis mgr 



ADVERTISING AGENCY PERSONNEL CHANGES 



NAME 



FORMER AFFILIATION 



William A. Bates Congoleum Nairn, Kearny, NJ, dir sis training 

Mortimer Berkowitz, Jr. .... Woman's Home Companion, NY, ad mgr 

Hazel N. Bey Robert S. Risman, Buffalo 

Ernie Brant _ Thomas F. Conroy, San Antonio 

Jack M. Bristow BBDO, Cleve, acct super ... 

Al Camhi _ Sears Roebuck, NY, Chi, mail order copywriter, sis mgr 

Brooke Carroll Thomas F. Conroy, San Antonio 



Daniel J. Connolly _ Lewin, Williams & Saylor, NY, sec & asst treas 

Edward J. Corbett ....Ceyer, Detroit, vp ..\ . . 

Scott Costello _. Chirurg Co, Boston, acct exec 

Thomas R. Cox . Y&R, NY, acct exec . . 

Chester F. Craft McCarty Co, Chi, gen mgr 

Charles V. Davis . Barnes Chase, LA, office mgr 

John Doherty Ted Bates, NY, acct exec 

Irvin S. Dolk Lamport, Fox, Prell & Dolk, South Bend, Ind, sec-treas 

Lawrence D. Dunham DFS, SF, acct exec 

Ken R. Dyke Y&R, NY, vp ... „ 



NEW AFFILIATION 



BBDO, NY, specialist — automotive products 
BBDO, NY, acct exec 
Same, office mgr 

— Carroll Advtng, San Antonio, acct exec, mktng dir 

Same, office mgr 

Lloyd S. Howard, NY, gen mgr, asst to pres 

Carroll Advtng, San Antonio, pres, gen mgr 

Same, treas 

Same, also creative dir 

Same, vp, gen mgr 

Same, vp 

Zimmer, Keller & Calvert, Detroit, creative staff 

Hixson & Jorgensen, LA, food & package goods acct group 

„. Same, also asst vp 
... Same, vp 

Same, also vp 

Same, vp-lnternational div 
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NEW AND RENEW 



ADVERTISING AGENCY PERSONNEL CHANGES con,inu,d . 



Bcavcn Ennis . 
Elinor Fahrcnholz 
R. Allen Gardner 

David ). Gillespie 
Estelle Gindorf ... 
Sylvia Granick ... 
Carl Gylfe 
Lewis H. Happ 
William R. Hesse . 
ludson H. Irish . 
David Kaigler . 
Wray D. Kennedy . 
Winston W. Kirchert 
Irving Smith Kogan 
Thomas W. Lapham 
John R. Markey .... 

Ted Menderson 

Ow^ayne L. Moore .. 
Roger Moore 
Douglas J. Murphey 
Leonard Newsteder .. 

Thomas M. Oddy 

Betty O'Hara 

Jackson L. Parker 

William Patten 
Richard Penn 
Walter T. Pollock 
Carl F. Prell 
Phillis Roark 
Robert Rothschild 
E. Lowell Sanders 
Thomas R. Santacroce 
Charles W. Schiess .. . 

Alan Sidnam 

Howard Stapf 

Torrey Stearns 

Richard H. Stinnette 

Locke W. Turner 

Edgar B. Van Winkle 
William F. Vinicombe . 
Sidney Matthew Weiss 
Hillard W. Welch . . 



Compton, NY, media dept Same, 
Cunningham & Walsh, Chi, writer-producer Same, 
Monsanto Chemical Co, St. Louis, asst dir advtng-consumer 

products div 
K&E, Detroit, vp 
Thomas F. Conroy, San Antonio 
Rowe & Wyman, Cin 
Leo Burnett, Chi 
Geyer, NY, senior space buyer 
B&B, NY, vp, acct super 

Ogiivy, Benson & Mather, NY, vp & copy chief 

WPFH, Wilmington, Del, gen mgr 

Lewin, Williams & Saylor, NY, vp 

Ted Bates, NY, media group super 
.). M. HIckerson, NY, public relations dir 
-Y&R, NY, asso copy super 

Barnes Chase, SF, mgr & new bus dir 

Rowe & Wyman, Cin, vp 

..Ted Bates, NY, acct exec 

WLW-T, Cin .... 

Y&R, NY, acct exec 

Lewin, Williams & Saylor, Newark, Nj, vp & gen mgr 

Beauty Counselors of Canada, Ltd, office mgr . . 

DFS, HY, copy dept 

International Packings Corp, Bristol, NH, ad mgr & public 

relations dir 

DFS, SF, acct exec 

Zerbe-Penn, Puerto Rico ... 

Lewin, Williams & Saylor, NY, senior vp . . 

Lamport, Fox, Prell & Dolk, South Bend, Ind, vp 
.Mayor (oseoh Mills, Warick, Rl, exec sec 

Shivell Hall, NY, acct exec . 

Manhattan Soap Co, NY, dir sis & merch 

Ruppert Brewery, NY, vd & gen sis mgr . 
.St. Georges & Keyes, NY, asst treasurer .. 

B&B, NY, vp 

Lewin, Williams & Saylor. NY, personnel & traffic mgr 

St. Georges Cx Keyes, NY, public relations dir 

California Fashions Pub, NY, eastern ad mgr 

BBDO, LA, media dir 

Y&R, NY, acct exec 

C & C Super Corp, advtng mgr . . . 

Lewin, Williams & Saylor, NY, exec vp & treas 



asst 
r-tv 



acct 
dir 



& package goods acct group 



Y&R, NY, acct exec 
Same, office mgr & a director 
Carroll Advtng, San Antonio, media dir 
Ted Menderson Co, Cin, media dir 
Cunningham & Walsh, Chi, media dir 
Same, media dir 
Same, senior vp 

Same, senior vp, member exec committee 
W, S. Roberts, Phila, vp, acct exec 
Same, sec & member bd 
Same, also asst vp 

Hicks & Greist, NY, public relations dir 
Same, vp & asst to pres 
Hixson & (orgensen, LA, food 
Ted Menderson Co, Cin, pres 
Same, also vp 

Ted Menderson Co, Cin, acct exec 
Same, vp 

Same, also member bd 
K&E, Montreal, office mgr 
Same, also vp 

Chirurg Co, Boston, media dir 
Same, also vp 

Y&R, NY, NY mgr-lnternational div 
Same, exec vp 
Same, pres 

Bo Bernstein, Providence, Rl, nat-regional r-tv timebuyer 
Mahoney & Howard, NY, vp & acct super 
BBDO, NY, specialist — drug mktng 
Compton, SF, vp chg west coast operations 
Same, treasurer 
Same, exec vp 

Paris & Peart, NY, mgr traffic dept 
Same, vp chg public relations & publicity 
Mahoney & Howard, NY, vp chg merch & promotion 
Same, admin acct exec 
Same, vp 

Weiss & Geller, NY, acci exec 
Same, pres 



Chirurg Co, Boston, acct exec & chairman industrial plans bd Same, super technical accts 



SPONSOR PERSONNEL CHANGES 



NAME 

John L. Burns .. 

Harry H. Caswell 
Earl A. Clason 
Frank M. Folsom 
Alfred M. Gottscho 
Russell Holm 
Charles H. Kitchell . 
David C. Krimendahl 
W. F. McMahon 
E. L. McMenamy ... 
S. M. Medaris -. 
0. ). Nickel .. . 
Robert J. Piggott 
William H. Rehm . 
Ralph M. Watts ... 
Elmer L. Weber . 

Jack P. White 

Wilbur F. Young III 



FORMER AFFILIATION 

senior partner & vice-chairman 



Booz, Allen & Hamilton 

exec committee .. . — 

W. F. Young, Inc, gen mgr & treasurer 
Pillsbury Mills, mgr grocery products div 
RCA, pres ... 
General Cigar Co, lab research 



Lever Brothers, copy dept 

Stokely-Van Camp, dist sis mgr — east central region 

Thomas ). Lipton, asst gen sis mgr 

Thomas j. Lipton, gen field super 

Stokely-Van Camp, sis mgr — east central region 

Thomas ). Lipton, asst advtng dir . . 

Ralston Purina Co, advtng & sis promo mgr — Ralston div 

Stokely-Van Camp, asst advtng mgr 

.Stokely-Van Camp, merch mgr 

Durkee Famous Foods, gen sis mgr — packaged products div 
WJR, Detroit, news editor 

W. F. Young, Inc, asst gen mgr 



NEW AFFILIATION 



RCA, pres 

Same, chairman board 
Same, also vp 

Same, chairman exec committee board 
Same, asst dir devel 

Stokely-Van Camp, market research mgr 
Same, mgr copy dept-promotion services div 
Same, sis mgr-east central region 
Same, gen sis mgr 
Same, asst gen sis mgr 

sis mgr — private label & institutional dept 
gen advtng mgr 
Pet Milk Co, advtng mgr 
Same, advtng mgr 
Same, advtng & merch mgr 
Miami Margarine Co, dir sis & advtng 
Oldsmobile Division, dir public relations 
Same, gen mgr & treasurer 



Same, 
Same, 



NEW FIRMS, NEW OFFICES (Change of address) 



NY, has new headquarters at 341 



The Advertiser Service Dept of ARB, 
Madison Ave 

Benton & Bowles, NY, will move to 666 Fifth Ave in November, 1957 

Carroll Advertising, Inc., San Antonio, Texas, is new agency with offices 

in the Insurance BIdg 
Cary-Hill Inc., Kansas City, Mo, is now located at 316 VFW BIdg 
Headley-Reed, Atlanta, has moved to 800 Peachtree St BIdg, Suite 673 



Don Kemper Co., Inc., Dayton, Ohio, now has a NY office in the Empire 
State BIdg, 57th floor 

The Liftman Co, NY, new advertising, merchandising & public relations 
organization, has opened offices at 18 W 56th St 

Ted Menderson, Cm, new advertising & public relations agency, has of- 
fices in the Rookwood BIdg, 1077 Celestial St 

Adam Young Inc., NY, is now located at 3 E 54th St 

Young Television Corp, NY, is now located at 3 E 54th St 



STATION CHANGES 



KAIM, Honolulu, is now an affiliate of the Keystone Broadcasting System 
KBAK-TV, Bakersfield, Cal, has joined the CBS Television Pacific Net 
KBAS-TV, Ephrata, Wash, will go on the air approximately 1 Feb 
KDAY, Santa Monica, Cal, has appointed John E. Pearson Co reps for 
Pacific Northwest area & Dallas 

KERO-TV, Bakersfield, Cal, has been bought by Wrather-Alvarez Broad- 
casting, Inc pending FCC approval 

KGEN, Tulare County, Cal, is new radio station serving Tulare, Kings, 
Fresno & Kern countie<: 

KLLA, Leesville, La, is now an affiliate of the Keystone Broadcasting 
System 

KMRS, Morris, Minn, is now an affiliate of the Keystone Broadcasting 
System 

KOB. KOB-TV, Albuquerque, NM, have been bought by KSTP, Inc, 

MInneapolis-St. Paul, pending FCC approval 
KRSN, Los Alamos, NM, is now an affiliate of ABC Radio Net 
KUEN, Wenatchee, Wash, is now an affiliate of the Keystone Broad- 
casting System 

KWBU, Corpus Christi, Texas, has changed its call letters to KATR 
WBLR, Batcsburg, SC, is now an affiliate of the Keystone Broadcasting 
System 



WCOV radio, Montgomery, has appointed Adam Young, Inc nati reps, 
effective 1 Feb 

WCOV-TV, Montgomery, has appointed Young Television natI reps, 
effective 1 Feb 

WCYN, Cynthiana, Ky. is now an affiliate of the Keystone Broadcasting 
System 

WFBM-AM-TV, Indianapolis, has been purchased by Time Inc, pending 
FCC approval 

WIBX. Utica, NY, has appointed Meeker Co natI reps, effective 1 Feb 
WIN-T, Waterloo, Ind, is now officially designated as a Fort Wayne 
station 

WKNB-TV, West Hartford, Conn, has changed its call letters to WNBC 
WOOD-AM-TV, Grand Rapids, has been purchased by Time Inc, pending 
FCC approval 

WSKI, Montpeller, Vt, Is now an affiliate of the Keystone Broadcasting 
System 

WTCN-AM-TV, Minneapolis, has been purchased by Time Inc, pending 
FCC approval 

WWVR, Terre Haute, Ind, is now an affiliate of the Keystone Broad- 
casting System 

WWXL, Manchester, Ky, is now an affiliate of the Keystone Broad- 
casting System 
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HOW MUCH 
SHOULD A STATION INVEST 
IN TRADE PAPER ADVERTISING? 



Station iiiaiiagei> tell ii> that they ^el(h)lll get a s^traight 
answer to this oft-asked (jiiestioii. 

Yet today s strict insistence on economy in e\ ery phase 
of station operation (leniand> that the (|uestion he 
answered. 

Here is what we ^ay when someone a>k>. ""How nuicli 
shonld my tv (or radio) station pnt into trade paper 
advertising?" 

For three ont of four station^ the answer is, "not a 
red cent." 

When yon adverti-e in a tv radio trade pnhlication. 
yon want to attract national business. You're pin- 
pointing your message to account executives, ad man- 
agers, timehuyers. And yon mn>t have the ingredient.- 
that help you and vour rep convert favorahle impres- 
sions into sales. 

W^ith few exceptions, we advise that you reserve your 



promotion dollar? for local n-e unle>-> you have — 
( 1 ) A national representative who will he stimu- 
lated and helped by your trade publication ad\er- 
ti>ing. (2) A market story >trong enough to con- 
vince national and regional l)U)ers that your >tatioii 
is logical. (3) A station >tory that warrant? con- 
sideration. 

Fre(piency. network, and power aren't the whole an- 
swer, though they help. A few 2.50-watt independent- 
have invested a> nuich as 50% of their national -pot 
income in trade advertising and have achieved out- 
standing results. 

As we mentioned earlier, three out of four -tation- 
have no business using national trade })aper space. 
If you're the one-out-of-four that should. SPONSOR 
reconmiends. on the ha-is of industry anal\-is. that 
you invest 5% of your 1957 national spot income in 
this pin-pointed form of ad\ertising. 



ON YOUR 
DESK 
EVERY 
FRIDAY 



THE WEEKLY MAGAZINE TV/RADIO ADVERTISERS USE 




i 



♦ ^ ^ ^1 




Date at 8 . . . . ^ ^ 

in New York, Dallas, Denver— and points west! 



WANT PRIME TIME from coast to coast? 
W/fh film, it's easy/ Scheduling is a breeze. 
No star worries— no dangers of "slips" or 
fluffs, either. What's more, you can rehearse 



to your heart's content, film your show, 
edit and pre-test for maximum effective- 
ness. Yes, you make time and save money 
. . . when you USE EASTMAN FILM. 



For complete information write to Motion Picture Film Department 
EASTMAN KODAK COMPANY, Rochester 4, N. Y. 



Cast Coast Division 
342 Modison Ave. 
New York 17, N. Y. 



Midwst Division 
1 30 Eost Rondolph Drive 
Chicago 1, III. 



or W. J. GERMAN, Inc. 

Agents for the sole ond distribution of Eostmon Professional 
Motion Picture Films, Fort Lee, N. J.; Chicogo, III.; Hollyv/ood, ^olif. 

Shoot it IN COLOR . . . You'll be glad you did! 



Wost Coast Division 
6706 Sonta Monico Blvd. f 
Hollyv/ood 38, Colif. 




National and regional spot buys 
in work now or recently completed 



SPOT BUYS 



TV BUYS 

Corn Products Refining Co., New York Cit\. i> launching a 13- 
ucck test in I'eoria and Kansas City through C. L. Miller agency, 
same city. Product is Karo Frosting Mix. which was test markctiid 
with t\ in the same cities under another name and is now returning 
with a schedule of eight announcements weekl\ , live and fdmed 
minutes. Bu\er: Francis Delaney. 



johnson & johnson, New Brunswick, X. J., will shortly supplement 
its network tv with a schedule of one-ininute participations in a 
group of selected major market areas for one of its newer surgical 
dressing items. Agency : Young & Rubicam. iXew York City. Buy- 
er: Kirk Creiner. 



Revlon, New York City, for its new Baby Silicare Powder, returns 
to the same 10 test markets it used for Baby Silicare Lotion next 
week for a 13-week campaign of nighttime minutes. Agency: Dowd, 
Redfield & Johnstone, New York. Bujer: Carol Diem. 

The Bon Ami Co., New York City, through Ruthrauff & K\aii. 
same city, is going into at least 30 tv markets to advertise its Jet 
Spray Bon Ami. Schedule will embrace both daytime and night- 
time, and minutes, 20's and lO's will be used. The connnercials will 
be live and on film. Buying is half completed. Buyer: Mary 
Dow ling. 

Stephen F. Whitman & Son, Inc., Philadelphia, has bought night- 
time tv during prime hours for approximateh two weeks prior to St. 
Valentine's Day for its \^liitman's Chocolate. Sixty markets will be 
used for the ID s, with an average of four per market the first week 
and six to eight per market the Monda\. Tuesday and Wednesday 
before 14 February in the second week. Bu\ing has been com- 
pleted. Buyer: Jeanne Nolan. Agency: N. W. Ayer. New ^ ork Cit\. 

Fabron, Inc., New York City, is adding announcements in a few 
markets after a successful six-week tv test for its new Tipette nail 
polish during the pre-Christmas period. New agenc) is Hoffman- 
Manning, same cit\ . Pattern: Minutes and 30s. primarily during 
the week and in da} time slots. Frequenc) : Six to 10 per market 
weekly. Buyer: E. Dale. 



RADIO BUYS 

Lever Bros., New York Cit\. for its Silver Dust Blue, begins a 
schedule in 80 market> 11 February with a pattern of four "flights 
totaling 24 to 26 weeks on the air throughout the year. SSC&B. 
New York Cit\ . is bu\ing packages ranging from ?even to 20 an- 
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KELO'S new 1,032-ft. tower 
gives one-station coverage 
of a whole vast regional 
market — plus the added 
impact of a Floyd-operated 
station! KELO rates fit this 
multi-market into any 
campaign budget! 
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SIOUX FALLS, S. D. 

One of the Midwest's Leading Radio 
Stations Affiliated with NBC 

JOE FLOYD, President 
Represented by H-R 



Spot buys continued. 



nouiicemeiits weekly to reach women fluriiig the da) time hours every 
(lay of the week. This is the product's biggest spot radio push thus 
far. Bu)er: Ira Consier. 

General Motors Acceptance Corporation, New York City, is 
another example of an advertiser in 1957 formulating strategy and 
selecting stations months in advance. GMAC is currently con- 
sidering availabilities for late spring and summer in over 200 
markets where the company has branch offices. Final decisions on 
bu) iiig w ill be made in the middle of March. The pattern w ill be 
similar to its successful campaign in j)ast years: one station in each 
market broarlcasting one minute live j)ublic service announcements 
for the motorist. In line with this, many stations will have private 
lines to police patrols in key areas. An average of 20 bulletins w ill 
be flashed each weekend, during heaviest traffic hours. Basic themes 
for the motorist are safe driving, car care and traffic information. 
Onl) 20 seconds will advertise GMAC. The company has found 
that this t)pe of announcement produces best results for its dealers 
because it concentrates on listeners while they are driving and gives 
them the information they need to bear. Buyer: Rena Meyer. 
Agency: Camj)bell-Ew aid. \ew York City. 

U. S. Tobacco Co., \ew York Cit\. for its Bruton SnufT. is adding 
seven markets to its current radio lineuj) of 45 for an early February 
start. Pattern: "quickies" at the average saturation rate of 40 
weekl) for a full year. Agency: C. J. LaRoche. same city. Buyer: 
Doris Gould. 

RADIO & TV BUYS 

Boyle- Midway, Xew York City, for its Aeroshave, is placing sched- 
ules in a limited number of markets to supplement its coverage from 
fi\'e network shows. T\' pattern: prime times. Radio: early morn- 
ing and evening sports show adjacencies. February kickoflf will 
continue throughout the year. Agency: Geyer, same city. Buyer: 
Ed Richardson. 

Corn Products Refining Co., Xew York City, for its Xu-Soft fab- 
ric softener, starts an 11 -week drive next week in scattered areas. 18 
tv and two radio markets. Aim: to reach women during tbe daytime 
hours and promote Xu-Soft for towels and children's apparel. Spot 
schedule will be a sustaining effort until the client decides future 
j)lans. Product now bas limited distribution, but may go national. 
Agency: McCann-Erickson, Xew York. Buyer: Jay Schoenfeld. 

National Board of Fire Underwriters, Xew York City, is buying 
20-second announcements for a 13-week drive which starts 4 March. 
In radio, 115 cities with an average frequency of 15 weekh : in tv. 
the top 10 markets with three commercials per week. Copy is 
aimed at both men and women, and promotes se\eral types of house- 
hold insurance in behalf of tbe Board's 220 member capital stock 
companies and their agents. Bu\ing is incomplete. Agency: J. M. 
Matbes. Xew York. Buver: Edna Cathcart. 
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and only 

WJAC-TV 




In 20 counties out of this 41-county coverage 
WJAC-TV serves 80 to 100% of TV homes! 



With over a million TV homes in its coverage area, WJAC-TV has a solid claim 
on Pennsylvania's 3rd TV Market — and up-to-the-minute NCS figures point 
up what tremendous appeal WJAC-TV has for this responsive market. It 
reaches into 63% of the TV homes in this rich and prosperous area — and 
over half a million viewer homes follow WJAC-TV three or more days a week. 
That's a mighty potent punch to put behind your product — a selling force you 
need if you really want Southwestern Pennsylvania. 



JOHNSTOWN-ALTOONA TV AUDIENCE 

(Cambria and Blair Counties) 

The latest A.R.B. study (Nov., 1956) shows . . . out of 
112 quarter-hour rating periods from 7:00 to 11:00 P. M. . . . 

WJAC-TV leads in 105 periods 
Station B leads in 7 periods 

Of the top 25 night time shows ... 24 are on WJAC-TV 
... 1 on Station B! 



SERVING MILLIONS FROM 

ATOP THE ALLEGHENIES 




WANTED 



Are You the Sales Manager 
SPONSOR Needs in the 
Midwest? 



SPONSOR is looking for a Sales 
Manager in the Midwest with a 
strong sales record. This is a key 
sales area, with headquarters in 
Chicago, and requires a top- 
notch man who is looking for an 
exceptional opj)ortunity and is 
willing to work for it. You'll be 
calling on top station executives 
in 10 states. There's plenty of 
prestige, sales advantages, and 
interesting activity to this assign- 
ment — plenty of travel, too. If 
you re the man, you'll have a 
proven sales record, some knowl- 
edge of station operation, a repu- 
tation for square dealing, and a 
deep down desire to improve 
your financial position. Please 
rush full details. 

BOX 261 
SPONSOR, 40 E. 49 
NEW YORK 17 



News and Idea 

WRAP-UP 
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ADVERTISERS 

3Ieiiil)ers of the Eastern division 
of the Association of National Ad- 
vertisers will scan the current tv 
and radio picture in a one-day 
tv-radio workshop at the Plaza 
Hotel, ?s'ew York, 14 Fehruary. 

The tour of the two media will be 
guided b\ six sj)ecialists from the 
agency field. 

The guides and their subjects: 

Sherwood Dodge, of FCB: Pre- 
testing the tv commercial. 
Mary iMcKenna, of WNEW, N. Y.: 
Is Radio Still a Good Buy? 

Boh Foreman, of BBDO: Compar- 
ing the Cost and Effectiveness of Film 
vs. Live Coimiiercials. 

Sam Thurm, Lever Bros, media: 
Case History of Our Own Exjierience 
with Color Tv. 

Linnea Nelson: When Spots Be- 
come Available, Who Gets Them? 

C. Terence Clyne, McCann-Erick- 
son: Are Costs of Tv Network Pro- 
grams Coining Down? 

General Foods has caught up with 
the trend toward elevating the 
marketing director's role to top 
management level. 

Robert H, Bennett has been named 
head of marketing for the corporation. 
He also becomes a member of the com- 
pany president's council. 

Under his newly assigned authority. 
Bennett will have reporting to him the 
vice-presidents in charge of sales and 
consumer relations and advertising. 
That included Edwin W. Ebel, who 
has the title of v.p., advertising and 
consumer relations. 

Bennett moves up from general man- 
ager of the Jell-0 Division. He's been 
a corporate v.p. since 1952. 

Helene Curtis has thought up a 
new method of getting extra mile- 
age out of a star-name. 

Ray Bolger. star of the Curtis- spon- 
sored Washington Square show on 
Sunda} afternoons on NBC-TV, is 
offering viewers his jjersonal check for 



50<^ for trying the sponsor's Spray Net. 

Curtis is also set to introduce a new 
cream deodorant plus a new formula 
for Stopette Spray. 

U. S. Steel will start its third annual 
Kitchen Call jjromotion of steel kitch- 
en cabinets and built-ins on V> May . . . 
Ralston Purina will use spot tv and 
radio as well as NBC-TV's Big Story 
show to introduce its new Purina Dog 
Chow starting 1 March . . . Interna- 
tional Shoe's Poll Parrot hrand is 
looking for spot availabilities for tv. 
Schedule will start in the middle of 
March in 110 markets. 

Promotion idea used by Falstaff 
Brewing in connection with its State 
Trooper tv film series — the beer com- 
pany named all its employees honorary 
state troopers and sent them personal- 
ized certificates . . . P&G's Gleem 
Toothpaste is offering a consumer 
jjremium to promote its ABC-TV 
series, The Life and Legend of 
Wyatt Earp. It's a kit of the Bunt- 
line Special (long-barrelled revolver) 
used prominently on the show. Premi- 
um is available for both flaps from the 
Gleem carton, plus 50(? . . . Johnson 
& Johnson will use its tv shows to 
promote a national scholarship contest 
for youngsters 17 and under. Insur- 
ance policies for their education will 
be awarded to 49 winners, amount of 
total award is $75,000. 

AGENCIES 

J. Walter Thompson is audition- 
ing a half-hour tv show starring 
Gordon 3IcUiie for a house ac- 
count. 

If the client buys the show, JWT 
will have a total of three and a half 
hours of house-produced shows weekly. 

Other shows it j)roduces are Lux 
Theatre, ^ledical Horizons (Ciba), 
Kraft Theatre and the Ernie Ford 
Show (night-time). 
Here's another merger: Charles L. 
Rumrill Co.. Rochester, N. Y., has 
bought Baldwin. Bowers & Strachan, 
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liiilTiilo. riie piiicliasc will bring in 
an additional S3 uiillion-phis in {iross 
hillings to [{unirill. 

Baldwin, l)0\v('n? & Stracliaii will 
keep its corporate ent?t\ and rompaiu 
name and will function as a division 
of Kunirill. 



IVe>v :ipeiioy nppoiiiliitciits : Cnn- 
iiingliani & Walsli will handle all ad- 
vertising for Colgate's Brisk l\)oth- 
paste with billings of ahont $3 million 
. . . J. A. Wright & Co. has appointed 
Charles W. Iloyt Co. to handle adver- 
tising for its Silver Cream cfToctive 1 
February. 

The U. S. Army Kerruitiiig Ser- 
vice ad contract is open for bids. 
Award will be made 1 July. DFS has 
held the contract since October 1952 
. . . Harold Oher Assoeiates. liter- 
arv agenc\% has announced the ap- 
pointment of Mr. and Mrs. Afilton E. 
Krents to act as exclusive radio-lv 



agents for their clients. 

NETWORKS 

Ziji-zagging of program sponsor- 
ships at the tv networks continues. 

At CBS-TV General Electric is mov- 
ing out and Revlon is moving in as 
sponsor of the Ticentieth Century Fox 
Hour seen alternate Wednesdays from 
10 to 11 p.m. Starting date looks like 
6 February. General Mills is bowing 
out of The Giant Step at the end of 
February. P&G reported wanting out 
of Hey Jeannie and definitely out of 
The Brothers in March. 

At NBC-TV — Quaker Oats is seeking 
relief on Caesar's Hour and wants to 
cut back to alternate weeks. Purex and 
Seidel reported preparing to drop the 
Big Surprise in the Spring. General 
Foods reported ready to drop Hiram 
Holiday and looking for an alternate 
week berth elsewhere on the network. 



Latest network tv hiiys: 

• ABC-r\^— Philip 'Morris will 
sponsor the Mike Wallace interview 
show debuting 28 April, Sunday 10- 
10:30 p.m. Agency is N. W. Ayer. 

• CBS-TV^ — Johnson & Johnson has 
bought alternate weeks of the Heckle 
and Jeckle Shotv (Sunday 1-1 :30 p.m.) 
To sell Band-Aid Stars 'n Strips to 
kids. 

Wah Disney and ABC have just 
signed a $9 niiUion pact covering 




THE 

SOUTH BEND 
ELKHART 
TELEVISION 
AUDIENCE 



WHICH 

TV STATION 
DOMINATES 

SOUTH ^ 
BEND 




ARB 
RATINGS 

NOV.! 5 -NOV. 21 



KAll^ 


r ftUuftAfVi 


WSBT-TV 


CTATinN "A" 


CTATinM "D" 


1. 


What's My Line? 


51.5 






2. 


1 Love Lucy 


49.3 






3. 


Ed Sullivan Show 


47.2 






4. 


NCAA-N. D. Football 




44.5 




5. 


I've Got A Secret 


44.3 






6. 


Red Skelton Show 


41.2 






7. 


Climax 


39.5 






8. 


$64,000 Question 


39.4 






9. 


Jack Benny 


37.7 






10. 


Your Hit Parade 




36.5 




11. 


Perry Como Show 




36.1 




12. 


The Millionaire 


35.5 






13. 


Playhouse 90 


35.1 






14. 


Lassie 


34.5 






15. 


The Line-Up 


34.5 






16. 


Jackie Gleason Show 


34.4 






17. 


December Bride 


34.3 






18. 


Robin Hood 


34.0 






19. 


Alfred Hitchcock Present 


s 33.3 






20. 


Gunsmoke 


33.0 






21. 


Chevy Show— Bob Hope 




32.9 




22. 


U. S. Steel Hour 


32.8 






23. 


People Are Funny 




31.5 




24. 


Loretta Young Show 




31.5 




25. 


$64/000 Challenge 


31.3 








41 OF THE 50 TOP-RATED SHOWS ARE 
CARRIED BY WSBT-TV! 

There's no doubt about it — WSBT-TV dominates the South 
Bend television picture. One audience study after another 
proves this. You just don't cover South Bend unless you use 
WSBT-TV! Write for detailed market data. 

PAUL H. RAYMER CO., INC., NATIONAL REPRESENIATIVES 



WSBT 



TV 




CBS... A CSS BASIC 

OPTIONAL STATION 



SOUTH 

BEND, 

IND. 

CHANNEL 

34 
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tv prograiiiiiif; l<»r the '57-'5}{ 
srasoii. 

Here are the liighliglils of llie deal: 

• \ new non-raitooii. half-liour 
series titled Zorro. The ad\eiiture 
scries is slated for iiiglittiine showing 
and is based on Johnston MrCulle\ s 
masked hero of early California days. 

• TwentN-six new Disneyland show^. 

• 6S honrs of Tiew material for 
Mirhex Mouse Club — which will be 
cnt to a half-hour dailv. 



iXBCs education television project 
will he carried by all 2r> of tlie 
non-coniniereial edneational tv 
8tation«> tliroiigliout the conntry. 

The five edneational programs will 
he feil li\e from INew ^ ork on week- 
days from 6:30 to 7 p.m. Starting date 
is tentatively set for 11 IMarch. 

Local loops to connect the education- 
al stations with NBC lines will be sup- 
j)lied by the Educational Television 
and Radio Center at Ann Arbor. 



\orth American Philips Co. has 
signed to sponsor a five minute Mon- 
day-\^'^ednesday-Friday Sjjorts show on 
CBS Radio starting 18 March in behalf 
of Xorelco Electric Shavers . . . NBC- 
TV used Ampex magnetic video tape 
to record the President's oath-taking 
ceremony during the Inauguration 
broadcasts. 



ASSOCIATIONS 

Another step ahead in film quality 
improvement was made by the film 
committee of NARTB which just ap- 
proved the development of a station 
manual giving information on opera- 
tional techniques, equipment mainte- 
nance jjractices and performance cri- 
teria . . . League of Advertisinj; 
Ag;encies has established its First 
Annual "Outstanding Advertising" 
Awards and is currently accepting en- 
tries. Awards are limited to League 
members and will be in five categories 
including Iv and radio campaigns. 



Is the tv pitchman vanishing? 

G. Richard Shafto. chairman of the 
\ARBT Code Review Board, says they 
are. He notes the Hoard's monitoring 



reports show a steady decline in the 
j)iteh and also in program-length com- 
mercials. 

Shafto also rejjorts that the Board 
has received over 1,700 letters of com- 
plaint about advertising from \ieuers. 
and that each comjilaint giving neces- 
sar\ details was checked ont. 



In a lO-year report of its stew- 
ardship, the Four A's committee 
on Interchange of Opinion on 
Ohjectionahle Advertising high- 
lighted these facts: 

• About l.oOO complaints involv- 
ing 39o agencies had been reported. 

• Of the 1,600 classifiable com- 
jj'aints 371 were on drug and phar- 
maceutical ads; 130 on clothing; 128 
on appliances; 123 foods; 106 tobac- 
co, etc. 

• Third of the complaints con- 
cerned misleading ads; one-fourth, sug- 
gestive copy and the rest of a miscel- 
laneous nature. 

• Two-thirds of the complaints were 
directed at newspaper and magazine 
ads and the other third was spread 
loosely among radio, tv, outdoor 
and whatnot advertising. 



^«ew York niavor Robert Wag- 
ner doesn't think Hollywood has 
any chance of wresting away tv 
production leadership from the 
east this year. 

His prediction is that New York 
will be a bigger hub of activity than 
ever. 

Speaking to a joint meeting of the 
RTES and AWRT, Mayor Wagner 
foresaw the expansion of the broad- 
cast industry in New York and he 
backed up his crystal balling with a 
pledge of full cooperation and aid to 
keejj radio and tv going strong in his 
city. 

John D. Keating, president and gen- 
eral manager of KONA-TV. Honolulu, 
has been elected 1957 president of the 
Hawaiian Association of Radio and 
Television Broadcasters. . . . Henry 
Sebacte, \'.p. of Lever Brothers, has 
been elected treasurer of the Ass'n 
of National Advertisers. . . . Film Pro- 
ducers Association of New York is 
now issuing a monthly newsletter out- 
lining industry highlights. First edi- 
tion (January) is just out. 



RADIO STATIONS 

WOK v.p. Robert Leder and KLIF 
president Gordon IMcLendon have 
switched from swapping argu- 
ments to swapping time. 

Leder and McLendon. who were re- 
cently on op])osite sides in a hot de- 
bate ab(jut contests-giveaways as rating 
hypos, have just worked out an ar- 
rangement wherebv the New ^"ork sta- 
tion will advertise its shows and ])er- 
sonalities on the Dallas station and 
vice versa. 

Object is for KLIF to attrac^t the at- 
tention of national clients while WOR 
can beam sales messages to Southwest- 
ern advertisers having New York dis- 
tribution. 

Tlie campaigns will start in both 
markets on 21 January and will last 
a month. Class A time one-minute an- 
nouncements will be used. 



Current idea-at-work at WCAU is 
a way to translate ratings into a 
common denominator — sports. 

The Philadelphia station is sending 
ad agencies a brochure that uses pic- 
tures of sporting events to illustrate 
the impact of various ratings. Rating 
range of 3.0 to 5.9 is used. 

Here's the way it works: 

The brochure shows an aerial photo 
of an overflow stadium at an Army- 
Navy game with the following cap- 
tion. "A 4.8 rating means 110.000 
people — the equivalent of a "sell-out" 
Army-Navv game at Municipal Stadi- 
um, Philadelphia." 

For a 3.0 rating, Yankee Stadium 
iammed to the rafters for a final 
World Series game is pictured. 



Another Philadelphia station, WP- 

EN, has inaugurated a sort of book- 
of- the -month -club promotion idea. 
Doubleday best sellers are being sent 
to agencv timebuyers and advertisers 
at the rate of one a month for the next 
six months. . . . KCRV. Caruthersville. 
Mo., has been getting fan mail from 
timebuvers on its newly designed rate 
card. Card in easy-to-file 9" by 4" size 
includes rates, coverage map. operat- 
ing hours, ])hone and county. 
WIBG's new Top 0' The Morning 
show represents a radical departure 
from its past programing of 21 years 
standing. The 6 to 10 a.m. slot no 
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This is the Southeastern j 

New England Market ... 810,700 Homes! 




WJAR-TV Channel 10 

Reaches More of These Homes 
Every Day Than Any Other 
Television Station* 




wjar-tv 

CHANNEL 




Represented by 
WEED Television 



PROVIDENCE, RHODE ISLAND 

A service of The Outlet Company 
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I13IlM!^WI\©nMW 

built the AUTOMOBILE 




thanks to the vision of 
Charles B. King and 
Henry Ford, 



The horseless carriage, with its promise of new 
pleasure and convenience for millions, created a faith that 
fathered one of America's most important industries. 

WW J-TV, with its consistent leadership and emphasis on 
quality, has given Detroiters another well-founded faith — 
faith that dialing Channel 4 provides the finest in television 
entertainment, complete and objective news coverage, out- 
standing community service features ... all in good 
taste, always. 

Seeing is believing to the great WWJ-TV audience — 
a priceless advantage to every advertiser. 




Nolionot Reprciolo'ivei Peteii. Gfiffln, Woodwo'd. Inc. 



longer carries shows for selected audi- 
ences (mainly religious) and the time 
is now open for and attracting nation- 
al advertisers. . . . More local sta- 
tions reporting record sales in '56 
include WFBR, Baltimore, with over- 
all volume up ^I'/c, and KLZ, Denver, 
hitting the highest mark in both na- 
tional and local sales. 

TV STATIONS 

Westinghonse Broadcasting Co. 
will sponsor an industry-wide con- 
ference on local service program- 
ing in Boston for three days, start- 
ing 27 February. 

The conference will be attended by 
75 representatives of radio and tv sta- 
tions. The group was selected to rep- 
resent a cross-section of broadcasters 
— large and small stations, independent 
and network affiliated, and from North, 
South. East and West. 

Plans are being supervised by Rich- 
ard M. Pack, WBC v. p. in charge of 
programing, and William J. Kaland, 
national program manager. J. B. Con- 
ley, special assistant to the president, 
is coordinator. 

Among the subjects to be taken up 
are: award winning shows, news- 
paper and trade paper critics views, 
how to use commercial research for 
public service, serious music, different 
approaches, showmanship, news, free 
films and tapes, spot announcements, 
and religious programs. 

"Many A Heart Is Happy" is the 
title of KWTV's brochure describing 
its major public service project that 
brought Oklahomans an intimate, on- 
the-spot report of their servicemen and 
women stationed in Europe. The Okla- 
homa City Station sent its news direc- 
tor Bruce Palmer to cover 16,000 
miles and 92 military installations in 
Europe to film interviews with Okla- 
homans serving in the Armed Forces. 
He brought back over 15,000 feet of 
film which was edited into 13 half- 
hour programs. A total of 716 ser\'ice- 
men were interviewed, representing 75 
of the state's 77 counties. 

I Local tv programing notes: WDBJ- 

I TV, Roanoke. Va., reports sales suc- 
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He^s Mister Music 
in Central Hew Yor/c 




.w 



(VF it's not good music, Ed Murphy 
*^ won't use it. The Ed Murphy shows, 
four times daily on WSYR, have a distinc- 
tive quality all their own, because they're 
produced by a specialist in musicianship and 
showmanship. Ed Murphy has spent 21 
years working with the top recording stars 
of our time, in radio and the theater. He's 
the best in his line in Syracuse radio, be- 
cause like all WSYR's featured performers, 
he knows what he's doing and likes doing it. 

In short, he's a real pro! 

NBC Affiliate 




BlSl COVERAGE 
OF A REALLY 
BIG MARKET 




The WSYR coverage area has a 
population over 1.5 million — 
annual buying power in excess 
of $2.2 billion. 



5 KW • 570 KC 



SYRACUSE, N. Y. 



Repreienf^ Naiionally by HENRY I. CHRISTAl CO., INC 




Rose-Bowl Winner! 




WAFB-TV Wins 6th National 
Merchandise Award in 2 years. 





WAFB-TV's Promotion Department did it again . . won a trip to the 1957 
Rose Bowl for doing the best promotion job in the nation on the "Frank 
Leahy Show." Six times in 19 months, WAFB-TV has finished in the money 
in promotion contests . . . four "firsts", one "second", one "top four". 



Here is the record: 





1957 Rose Bowl trip offered 
by "Frank Leahy Show":. 
WAFB-TV WON IT! 



"The Millionaire" offered 
$1,000 for best promotion. 
WAFB-TV WON IT! 



Screen Gems national pro- 
gram promotion contest. 
WAFB-TV WON IT! 




if 



0 



"Lucy Show" promotion con- 
test. WAFB-TV WON DOU- 
BLE FIRST PRIZE! 



1956 Billboard promotion 
contest. WAFB-TV's only 
entry WON SECOND PRIZE! 



1956 "Frank Leahy" con- 
test. WAFB-TV WAS IN 
"TOP FOUR". 



RATING WINNER, TOO! 

The latest available ARB gives WAFB-TV 7 out of the 10 top programs 
in the market. 



c 

B 

S 



WAFB - TV 

affiliated with WAFB, AM-FM 
Reps: B^air Television Associates 



A 
B 
C 



'First in TV in Baton Rouge' 



cess from its newly inaugurated early 
morninjr barn danre type show — 50/( 
sold after just two weeks on the air. . . . 
Bridge made a successful tv debut, re- 
cently winning critical acclaim from 
Time Magazine, when WOR-TV. x\ew 
York, telecast the closing hour of the 
International Bridge Tournament. 

Tv Applicatiuiis : Between 14 Janu- 
ary and 19 January one station took 
to the air, and one received a con- 
struction permit. 

New station on the air was KONO- 
rV, Channel 12, San Antonio, tower 
485 feet above average terrain, 316 
kw visual, owned by Mission Telecast- 
ing Corp., ABC-TV afTdiation. 

Construction permit went to Carroll 
R. Hauser (KHUM) for Channel 13, 
Eureka. Calif., permit allows 3.98 kw 
\ isual. 



Richard O'Coiiiicll is urging all 
liis stations to flat-rate their rale 
cards when offering packages, and 
eliminate the frecjuency discount. 

0 Connell sa\s this makes life easier 
for timebu\ers and estimators and 
cuts down on billing time for the sta- 
tions. 

NBC Spot Sales sold Tex and Jinx 
3IcCrary's "New York Close-Up" 
on four radio stations to Slender- 
ella Systems, Inc.. Stamford, 
Conn. 

The contract calls for broadcast of 
the 10-minute program three times per 
week on radio stations W RCV, Phila- 
delphia: WMAQ. Chicago: KOA. Den- 
\er, and KSD. St. Louis. 

Slenderella. which has an exclusivity 
option for the show in 35 other radio 
markets, also contracted for the 12:05- 
12:30 a.m. segment three times weekly 
of the '"Tex and Jinx Show on 
W RCA, \ew York. 

"New ^ ork Close-l p" consists of 
highlights of the celebrity interviews 
which are broadcast Moiidav through 
Frida\ on W RCA. from 10:35 p.m. to 
12:30 a.m. 

The contract was placed through 
Management Associates of Stamford, 
Coim. 



The KaSz Agency has a new calen- 
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Now in Houston television acquires a new 
flexibility ... a soundtrack for modern 
living . . . under the genial guidance of 
Houston's long time favorite Ted Nabors! 
The 7 to 9 morning audiences listen and watch 
what they've missed on TV and Radio — 
maximum music and minimum talk with the 
best in pop records, latest news, weather 
information and time service . . . all on KTRK-T\''s 
^SOUNDTRACK! 



A NEW 




CONCEPT IN BROADCASTING 



"SOUNDTRACK, backed by written testimonial 
proof from satisfied clients has done an 
outstanding job of salesmanship. Another 
unquestionable indication that KTRK-TV's 
better showmanship, better shows, mean better 
results. For your next buy ... for your 
best buv . . . buv KTRK-TV and, ask about 
* SOUNDTRACK . . . the program that 
gets results. 



KTRK-TV 

Channel. 13 
The Chronicle Station 
P. O. Box 12 
Houston 1 , 'Texas I 



onal Representatives: 
P. HoUingbery Company, 
500 Fifth Avenue. 
New York 36, New York 



*copvrishtcd feature 
of i<TRK-TV 




Houston Consolidated Television Co. 
General Manager, Willard E. V/albridge 
Commercial Manager, Bill Bennett 
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<lar for rapid calculation of ex- 
piration and renewal dates. It is 

easy to see at a glance when a 1.3-26- 
39-S2 week cycle ends. The calendar 
is available to both clients and non- 
clients. 

H-K Representatives, Inc.. and Il-R 

'relevision. Inc.. opens a new branch 
ofiice Miami 1 February, with Alex 
Campbell, Jr. head salesman . . . CBS 
Television Spot Sales appointed new- 
account executives: James E. Conley 
and Fred L. Nettere in New York: 



George W. Faust in Chicago 



The 



Katz Agency executives honored at 
New York's Barberry Room. Morris S. 
Kellner, radio sales manager, for bis 
25 years with the firm. 

COMIVIERCIALS 

Look for talent contracts on film 
commercials to get more eompli- 
<'ate(l. Here are two upcoming trends 
to watch : 

• Some talent agents are starting to 
ask for contracts with a six months 
time limit on run of the commercial. 



We Want 

WIVES 

Housewives buy the 
products radio advertisers 
sell and that's v^^hy we fea- 
ture the standards of today 
and yesterday. 

No rock and roll, no 
rhythm and blues, no hill- 
billy, no progressive jazz — 
just the music most people 
like to listen to most of 
the time. 

To reach the housewife you sell, 
buy 



WJHP 



AM 
FM 



Jacksonville, Florida 



1 ime limit contracts are usually sub- 
ject to re-negotiation at the end of the 
half-year period and are designed to 
protect the agent s client from get- 
ting too identified with one product. 

• West Coast talent (in particular 
motion picture character players and 
starlets who are now rushing into the 
commercials field I is beginning to ask 
for advance payments on guaranteed 
residuals. 

The higgest year yet for employ- 
ment of announcers and actors in 
commercials is seen by Rex Coston, 
radio production manager at Ogilvy, 
Benson & Mather. Coston predicts a 
20^ increase over '56. 

FILM 

Question of how much money ad- 
vertisers are willing to pay for 
syndicated film has been agitating 
film producers in recent weeks. 

John Mitchell. Screen Gems sales 
\ .p., stated at a recent press confer- 
ence that a production nut of around 
$25,000 per episode is about tops. A 
number of distributors queried by 
, SPONSOR roughly agreed though some 
1 said another $5-10,000 might be worth 
the gamble under certain circum- 
stances. 

' . . . 

Guild Films disagrees and says its 

sales of Capt. David Grief prove its 
point. The first 39 episodes of the 
Jack London stories have been budg- 
eted at nearly $50,000 per. according 
to Guild. 

Jack Cole, Guild sales v.p., reports 
that Capt. David Grief has been sold 
in virtually every major tv market out- 
side of the eastern U.S. 



Weekend exposure for top feature 
films is one of the keys to getting 
maximum audience. 

Three weekend periods appear to be 
best: Friday and Saturday nights and 
Sunday afternoons; the first two pe- 
riods are good because people can stay 
up late and the latter period because 
of audience availability. 

Bristol-Myers, biggest user of fully- 
sponsored features, has so far bought 
only Friday and Saturday nights in 
six markets: Colgate bought Friday 
night in Los Angeles. 

An example of Sunday afternoon au- 



WANTED 



Are You the Sales Manager 
SPONSOR Needs in the 
Midwest? 



SPONSOR is looking for a Sales 
Manager in the Midwest with a 
strong sales record. This is a key 
sales area, with headquarters in 
Chicago, and requires a top- 
notch man who is looking for an 
exceptional opportunity and is 
willing to work for it. You'll be 
calling on top station executives 
in 10 states. There's plenty of 
prestige, sales advantages, and 
interesting activity to this assign- 
ment — plenty of travel, too. If 
) ou're the man, you'll have a 
proven sales record, some knowl- 
edge of station operation, a repu- 
tation for square dealing, and a 
deep down desire to improve 
)our financial position. Please 
rush full details. 

BOX 261 
SPONSOR, 40 E. 49 
NEW YORK 17 
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ilieiiees comes from W'SIJ- TV, Atlanta, in the three west coast states. . . . CBS 
which inaugurated its iMGM features Tv Film Sales reports that Assign- 
on 6 January (12:15-2:30 p.m.). A merit Foreign Legion, which will soon 
special AliB telephone coincidental he seen in the I'.S., was rated first or 
for the show [Comtnand Decision) second aiiionjj; commercial tv shows 
gave the station a 27.4 rating and an in the London area during the last 
82% share of audience. two weeks of Decemher. 



STOCK MARKET 



Thoiigli syndicalod film news isii'l 
usually looked on as top-fliglit 
dramatic fare, it \\a» its iiioiiieiits. 

Case in point: CBS Newsfilm's spe- 
cial 15-minute production of "Hun- 
gary in Revolt." fdined in the midst 
of the fighting. The show, narrated hv 
Doug Edwards, was sent to subscrib- 
ers in addition to the regular service. 

Howard Kany. CBS Xewsfilm man- 
ager, reported that many stations 
showed the program in prime time 
and, in a number of cases, pre-empted 
commercial time, it was used. Kan) 
said, both as an independent program 
segment and the nucleus for half-hour 
programs. 

iMCA TV's newest syndicated show. 
State Trooper, is going over l>ig 
with heer coneerns. 

The show was originalb sold to 
Falstaff Brewing in 71 markets. Then 
C. Schmidt & Sons, Philadelphia brew- 
er, picked up the tab in five markets. 

Recent sales include Schlitz Brewing 
on WNBQ, Chicago; Hamm Brewing 
on KSTP-TV. Minneapolis: Carling 
Brewing of Cleveland. 

Other recent sales include the Coca 
Cola bottler for North Dakota and 
Kroger on WKRC-T\ , Cincinnati. 
KTTV, Los Angeles, is syndicating 
Frontier Doctor after acquiring rights 



Daytime stripping, a growing factor 
in U. S. t\ film programing, has been 
exported to South America b\ I'&G. 
I'^jllow ill" a test in Mexico Citv. P&G 
ordered five half-hour Ziv shows for 
stripping in two \'enezuela markets . . . 
(Canadian sah's recently made inclufle 
a six-station regional deal f)f Life with 
Elizabeth by Guild to Sterling Drug via 
D-F-S and a sale to CBC of Brave 
Eagle (dubbed in French) by S. W. 
Caldwell. The latter show appeared on 
CBS TV and will also run in Italy and 
the United Kingdom. 

RESEARCH 

I'he Canadian Institute for Moti- 
vational Heseareli has just heen 
estahlished. 

The new Institute will be directed 
and staffed by Canadians, but will he 
associated with the parent organiza- 
tion: The Institute for Motivational 
Research at Croton-on-Hudson. \ew 
York, which is directed b\ Dr. Ernest 
Dichter. 

Officers of the Caiiailian Institute 
include: 

Ralph F. Bowden. president. Bow- 
den is also president of Trans-Canada 
Marketing Studies. <> 

James F. Hickling. first v. p. and 
director of technical operations. He 
is a prominent Toronto industrial ps) - 
chologist. 

John C. Robertson, v. p. in charge 
of administration. 



Advertising effectiveness can he 
scientifically measured and pre- 
dicted, a cosmic ray physicist told 
the N. Y. chapter of the American 
Marketing Ass'n. 

The scientist, Dr. Marcello \^idale, 
now working for the management con- 
sultant. Arthur D. Little, Inc.. said to 
AMA members 21 January that studies 
suggest : ( 1 1 there is a point beyond 
which advertising is ineffective and 
12) sales of a product that is not ad- 
\ertised decline in a mathematically 
predictable manner. ^ 
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We Want 

WIVES 

Housewives buy the 
products radio advertisers 
sell and that's why we fea- 
ture the standards of today 
and yesterday. 

No rock and roll, no 
rhythm and blues, no hill- 
billy, no progressive jazz — 
just the music most people 
like to listen to most of 
the time. 

To reach the housewife you sell, 
buy 



WJHP 

Jacksonville, Florida 



AM 
FM 



People 
Listen AlffK 




THE Voice OF ALABAMA 

John Bloir & Co I 
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STARTLING PROOF: You get 76,701 wore TV homes when 
you buy WFBG-TV, Altoona, in combination with Pittsburgh. 
In this area — day and night, seven days a week — WFBG-TV 
delivers average * audiences 30.1% greater than Johnstown; 
71.4% more quarter-hour firsts. Ask BLAIR-TV for the proof: 
ARB, November 1956; ARB Altoona Coverage Study, 
March 1956. 

QHU BASIC CBS-TV STATIOH SERVIHG THE AREA 



operated by: Radio and Television Div. / Triangle Publications, Inc. / ^Sth & Market Sts., Philadelphia 39, Pa. 
WFIL-AM«FM« TV, Philadelphia, Pa. / WNBF-AM»FM«TV,Binghamton, N,Y. 
WHGB-AM.Harrlsburg, Pa. / WFBG-AM • TV, Altoona, Pa. / WNHC-AM • FM • TV, New Haven-Hartford, Conn, 
National Sales Office, 4-8 5 Lexington Avenue, New York 17, New York 




ON 



WFBG-TV 

ALTOONA, PENNSYLVANIA 

Channel 10 

ABC-TV • NBC-TV 

Represented by BLAIR-TV 
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What's happening in U. S. Governrnenl 
Uiat affects sponsors, agencies, stations 



WASHINGTON WEEK 
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'I'Im> fiiiiil rrporl of llic Senate ('oiiiiiieree Coiiiiiiillee'« IiihI year lieariiiys on 
Iv ronid >vin(Iu|> a era/.yquill of (li8Seiilin<; opiniunB. 

To avoid that as much as possible cominittee counsel Nick Zapple suniinoned special 
counsel Kenneth Cox back from the westcoast for co-authorship of the rejjort. 

Because the hearings roamed over almost e\erj facet of tv, it will be a major triumph 
for Zapple and Cox if they can draw up a rep(jrt on which the majority of the committer 
can see eje-to-eye. 

What is anticipated is this: there ll be not onl) a majority and a minority opinion but 
dozens of "splinter" opinions on various topics noted in the final wrap-up. 

Of course, all this has meant one delay after another in getting out an acceptable docu- 
ment. 



The Senate Commerce Comniiltee is no more set in terms of party control 
tliiui any other Senate group these days. 

The 49-47 division makes the balance sort of skittish in view of the announced de- 
termination by Republicans to take over organization of the upper chamber if they can 
gain a single vote. 

The event to watch on this score is the Senatorial election in Texas to name a succes- 
sor to Price Daniel. If the choice turns out aidently pro-Eisenhower, then the vote of Vice 
President iVixon will upset the applecart and accord all Senate chairmanships to Repub- 
licans. 



What makes the foregoing delicate balance important to the broaih-asting in- 
dustry, and especially to the networks is this: 

Sen. John Bricker (R., Ohio), stands ready to take over the reins of the Senate Com- 
merce Committee at the drop of a Democratic seat (which could also be brought about by 
a member's death). 

And Bricker's pet peeve are the networks and his pet goal is have the networks brought 
under the authority of the FCC. 

So long as Sen. Warren Magnuson (D., Wash.) occupies the Commerce Committee chair 
the chances of approval for Bricker's objective are very, very dim. 

But should Bricker hold the gavel again it would mean another royal roasting for 
the networks under the public spotlight. 



The networks have reason also to be a little concerned about the FCC's special 
network study committee, headed by Dean Roscoe Barrow. 

Hints of dissatisfaction with some network practices have already leaked out of the 
study committee. Again, it is less a matter of concrete action than of adverse publicity. 
The commissioners are not necessarily going to agree with the findings, but the Barrow re- 
port will gain wide publicity. 

With the report not due until 30 June, the FCC is expected to be less candid than last 
year, if and when called meanwhile before Congressional committees. It will prefer with- 
holding connnent until Barrow has made his report. 

This tactic could well have a boomerang effect, since the FCC will quite likely prefer to 
ignore many of the Barrow recommendations. 
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New High-Capacity TP-7 Slide Projector. Dual drums hold a total 
of 36 slides. For top performance in color and monochrome. 



REMARKABL 




MECHANICAL VERSATILITY 

"Free wheeling" principle, with simple lever release (A), permits either 
drum to be twirled far easy inspection and slide changing. Slides 
move smoothly and lock securely in show position. Each drum con be 
operated independently of the other. 



NEW FEATURES ASSURE 




PREVIEW CONVENIENCE 

All sfides ore illuminated for easy viewing mal<ing it 
easy for projectionist to preview them. Lost-minute 
changes con be mode before they reach the 
"show" position. 



You told us what you wanted . . . we listened, 

designed, field tested . . . with the result: 



DESIGNED 
THE WAY 
lYOU WANT IT! 



This new professional slide 
projector excels in performan 
and operating convenience! 



Recognizing the increasing importance of slides in 
programming at every television station, RCA 
resolved to do something about the projection 
equipment. 

SURVEY OF USERS— At the outset, a survey 
was made among users of film-slide equipment to 
find out what was wanted most. 

NEW DESIGN PROJECTOR— The result is a 
truly professional projector for television use that 
is exactly tailored to your needs ... with so many 
operating advantages it's a pleasure to use ! It has 
an ideal capacity of 36 slides — large enough for 
handling 99% of all station needs, yet just right 
for ultra flexibility. 



SUCCESSFUL FIELD TEST-The TP-7 Slide 
Projector has been field tested in actual day-to-day 
service at a busy television station — WBTV, 
Charlotte, N.C. So successful was this trial run, 
the station people did not want to part with the 
projector when the test was completed ! 

"OPERATION VIRTUALLY FLAWLESS"- 

According to Thomas E. Howard, WBTV Vice 
President and Managing Director of Engineering 
and General Services, "During the testing period, 
the TP-7's operation was virtually flawless. An 
estimated 12,000 slides were run, 170 slides per day 
on-air, 60 slides in previews and rehearsals." 




Write for illustrated brochure containing complete information 
In Canada: RCA VICTOR Company Limited, Montreal. 

RADIO CORPORATION of AMERICA 

Broadcast and Television Equipment Camden, N, J, 



OPERATIONAL CONVENIENCE AND FLEXIBILITY 




QUICK LAMP CHANGE 

Use lamp to failure — reserve lamp instantly slides into place. High- 
est type optics for uniform brightness over entire field of projected 
image. One-lamp source eliminates color balance problems. 




UNITIZED CONSTRUCTION 

Designed for ease of operation and servicing. Drums, 
drum-covers and optical assemblies are easily re- 
moved for cleaning and maintenance. 



A roundup of trade talk, 
trends and tips for admen 



SPONSOR HEARS 
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One of the aftermaths of this season's weakness in network tv programing is 
showing up at General Foods: 

John E. Brady is out as director of advertising services. 

Brady's tv functions are being split between Edwin Ebel, who personally will look after 
program and talent buying, and Clem Hathaway, former SSCB account executive, who will 
coordinate the media buying. 

Brady had reported to E])el (whose title remains v.p. in charge of advertising and con- 
sumer relations.) 



McCann-Erickson's new consultant arrangement with Morton Downey brings an 
influential representative of the northern block of Coca-Cola stockholders into the 
agency's fold. 

After his singing days, Downey became a goodwill ambassador for Coca-Cola; more- 
over, he bought into the company and set up shop as a bottler. 

His function now is to advise McCann-Erickson on sales promotion and merchandising, 
also make public relations appearances. 



Arturo Toscanini's passing last week had some Kudner oldtimers remember- 
ing The Episode of the 40 Missing Musicians. The story goes like this: 

While General Motors was sponsoring the maestro, a top Detroit official noticed during 
a studio visit that the orchestra had only 56 men — whereas the contract stipulated 96. 

NBC explained to the dubious scout that Toscanini w^as playing an all Beethoven-Mozart 
program in which the louder and brassier sections of the orchestra weren't necessary. 

Toscanini really patched it all up nicely the next week in his own way, however: He 
played Wagner with 112 musicians. 



As you might suspect, most reps hail from the space-selling and agency fields — 
areas where the powers of persuasion get a fine sharpening. A few% though, came via a more 
oblique route (including one whose FBI training undoubtedly is a handy thing in these days 
of conflicting rating and coverage claims). Here are some of the major reps and their 
origin : 



Lew Aver)' 

Sterling Beeson 

John Blair 

Joe Bloom 

George Boiling 
Henry Christal 
Max Everett 
Helen Gill 
Arthur Gordon 
Lloyd Griffin .. 
John Harrington 
George Hollingbery 
Frank Headley . 
William Knodel 
Robert Meeker 
James McConnell 



ad agency 

station manager 

- ad agency 

talent agent 
station manager 
space salesman 
space salesman 
public relations 
printing trade 
... ad agency 
... ad agency 
space salesman 
FBI special agent 
space salesman 
. ad agency 
ad agency 



Joe McGillvra .space salesman 

Richard O'Connell space salesman 

Ted Oberfelder station manager 

John Pearson announcer 

Preston Peters space salesman 



Edward Petry . 
William Rambeau 
Paul Raymer 
Stephen Rintoul 
David Simmons 
Peggv Stone . 



ad agency 

space salesman 



ad agency 



. transcriptions 
... station sales 
station relations 



Lloyd Venard station salesman 

Ed Voynow transcriptions 

Wythe Walker station sales 

Joe Vi'eed space salesman 

Russel Woodward ad agency 
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in 



the lion roars in kansas city 





. . . over KCMO-TV with mgm's fii m classics, and Trendex 

shows Channel 5's complete dominance in Kansas City: 

Jan. 2 Jan. 4 Jan. 6 Jan. 7 Jan. 9 
KCMO-TV 24.1 23.1 34.5 28.5 23.4 

Station B 2.3 3.7 2.1 1.9 2.3 

Station C 7.5 15.4 5.1 7.4 9.7 

above ratings represent full two-hour period 10:30 p.m. -12:30 a.m. 



KCMO-TV 

WHEN-TV 
KPHO-TV 
WOW-TV 



Kansas City 
Syracuse 
Phoenix 
Omaha 



channel 5 
channel 8 
channel 5 
channel 6 



Joe Hartenbower, General Mgr. 
Sid Tremble, Commercial Mgr. 
Represented nationally by Katz Agency 

KCMO-TV . . . one of Mere- 
dith's Big 4 . . . all-family stations. 



® 
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WMAR-TV 
LEADERSHIP 
IN BALTIMORE'S 

3-STATION MARKET 

★ 

station share of sets in use 
6 P.M. to midnight 

Sunday 57.3 

Monday 49.4 

Tuesday 36.1 

Wednesday 43.1 

Thursday 44.8 

Friday 40.9 

Saturday 46.8 

choice availibilities 
Amos 'n Andy 6 to 6:30 P.M. 

Monday 15.8 

Tuesday 16.7 

Wednesday 1 5.8 

Thursday 17.4 

Friday 13.6 

Cumulative Rating . 28.7 

Racket Squad* 6:30 to 6:55 P.M. 

Monday 14.5 

Tuesday 19.9 

Wednesday 1 5.5 

Thursday 17.9 

Friday 17.0 

Cumulative Rating 30.4 

Ratings token from the December ARB Report 

"Currently running in the profitable 6:30 to 
^.-55 P.M. segment ore the following: WATER- 
FRONT, Mondoy; PUBLIC DEFENDER, Tuesday 
and Thursdoy; CITY DETECTIVE, Wednesdoy; 
FEDERAL MEN, Fridoy. 




SUNPAPERS TELEVISION, BALTIMORE, MD. 

TEIEVISIQN AffllKTE OF THE 
COLUMBIA BROADCASTING SYSTEM 
Represented by THE KATZ AGENCY, Inc. 
New York. Detroit, Konsos City, Son Froncisco, 
Chicogo. Atlonto, Dollos, Los Angeles 



Y&R MEDIA STRATEGY 

{Continued from page 31) 

Y&RV ?even associate media direc- 
tors also have other duties beyond su- 
per\'isioii of the media work done on 
their accounts. Each one is an expert 
in a specialized field and can he called 
upon by other members of the media 
department for help in those special- 
lies. For instance, Everett Eriick is 
the "business" expert. 'I'his means that 
he checks orders, acceptances and con- 
tracts for consistent poHcy before they 
get to Y&R's legal department. Frank 
Coulter is the spot radio-tv expert. 
Henry Sparks advises on magazines, 
Ed jMacDonald on newspapers, Tom 
Skelton on outdoor, Jim English on 
network broadcast and George Leith- 
ner on miscellaneous and special 
media. 

"These men are all associate media 
directors with aU-media responsibili- 
ties on their accounts,' says William 
(Pete) Matthews, executive assistant 
to Levathes. "But at the same time, 
their specialized backgrounds and ex- 
perience can be drawn upon by the 
entire department." 

Since the all-media buying system 
has spread the decision-making power 
from the very top executive in the 
media department down to the buyers 
themselves, a Y&R media buyer can be 
deeply involved in network buys and 
negotiations, depending upon his cli- 
ent's needs. 

Joe St. Georges, for instance, works 
on five accounts that happen to he 
relatively light in spot activity, but 
have four network television shows. 




We Want 

WIVES 



Housewives buy the 
products radio advertisers 
sell and that's why we fea- 
ture the standards of today 
and yesterday. 

No rock and roll, no 
rhythm and blues, no h'll- 
billy, no progressive jazz — 
just the music most people 
like to listen to most of 
the time. 

To reach the housewife you sell. 



buy 



WJHP 



AM 
FM 



Jacksonville, Florida 






THERE'S ONLY ONt LEADER... 

KmF TV4 MONTANA 

THE CONTINFWTAL DIVIDE STATION . BUTTE 



" — but KRIZ Phoenix says I have a 
money-back guarantee!" 
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■'W hen it coiiic:- to x-oiiting out lu-t- 
woik availabilities, we work \cr) 
closeh with the t\-rii(lio projiramiiig 
clepartiueiit," St. Ceorj^es told si'O.x- 
soH. "There's a lueiiiher from that de- 
partnieiit in our accoiiiit groiip. aiul 
he's the one I'd work with on a net- 
work prohlein." 

Here's how a network t\ l)n\ might 
e\ oI\ c: 

Last sninmer, one of St. Georges' 
product groups was discussing night- 
time network t\ a\ailal)ilities for a eli- 
ent. St. Georges scouted out e\er) 
potential opening on the three net- 
works at the time and examined each 
one for (1) suitability of the time pe- 
riod and potential audience, (2) sta- 
tion clearances and (3) cost. 

"I'd ha\e a \ ()i(e in whether a show 
is desirable. ' he added. "But this de- 
cision would be made in conjunction 
with the programing department. In 
some cases, like Robin Hood, for in- 
stance, the programing department 
bu\s the propert), and we place it in 
the best time slot wc can find. Of 
course, network salesmen cover not 
only the bu}er on the account, but the 
associate media directors and the top 
media executi\e as well. ' 

Account assignments are made by 
Le\athes and Matthews according to 
work load, not according to media or 
dollar volume. Howe\er. a bu\er 
might be responsible for as much as 
S15 million or more in billings, if his 
accounts are hea\ y in network t\\ An- 
other bu\er might he responsible for 
S3- 1- million on accounts maiidy in 
spot and hence requiring more detail 
work. 

Since there are 191 people in the 
media department alone, the adminis- 
trati\"e detail and super\ ision is \ ir- 
tualb as hea\y as it might be at the 
head of a medium-sized agency. This 
administrati\ e function as well as liai- 
son with ^'&R"s branch olEces is the 
responsibility of Matthews. He's also 
the man in charge of Y&K s media 
training program. 

"We alw ays ha\ e men in training in 
our department, " he explained. "Right 
now we ha\ e a young man in from our 
Chicago office, who's going through 
the agency departments. He hasn t 
been at work in Chicago \et. hut in a 
few weeks, he 11 be going back. ' 

Eugene Sweene\. the Chicago 



LISTENERS 



WHO LISTEN 




LISTEN TO . . . SAN DIEGO'S ADULT RADIO STATION 



92<y< 



KGB IS SAN DIEGO'S ONLY 
STATION WITH AN OVERALL 
AVERAGE ADULT AUDIENCE 
OF 92%. 

NIELSEN . . . FEB., JUNE "56 



1360 

Ofi THE DIAL 



FIRST IN SAN DIEGO 



MUTUAL DON LEE RADIO 

CALL YOUR H R REPS 
FOR FULL DETAILS 




IS now a strong 



in the 
afternoons 



is now a strong 
contender for 




mornings 



*HOOPER shows it, WICE is the hottest buy in Provi- 
dence. In two months WICE moved from sixth place to 
a challenging third, and is moving up fast. Check 
WICE before you buy! 



■ C ^ — 1290 on your radio 
Providence, Rhode Island 

offilloted with WCUE, Akron, Ohio. 

Tim Elliot, PresiJem Nollonol Rep. The John E. Peorson Co. 

Exclusive Community Club Awards Station in Providence 
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We Want 

WIVES 

Housewives buy the 
products radio advertisers 
sell and that's why we fea- 
ture the standards of today 
and yesterday. 

No rock and roll, no 
rhythm and blues, no hill- 
billy, no progressive jazz — 
just the music most people 
like to listen to most of : 
the time. ! 

To reach the housewife you sell, 
buy 

W J H P 

Jacksonville, Florida 



MISSOULA, MONTANA'S 

KMSO-TV 

is the ONLY western 
Montana station airing 
NATIONAL Shows LIVE. 



SO 

KMSO-TV 

lias more? viowors 



Your BEST 12 county 
coverage is the GIANT of 
MONTANA — 

KMSO-TV 

191,000 power 

MISSOULA, MONTANA 



trainee, luid worked in agencies for six 
\cars before being bired by Y&K. 
Four of those \ ears were in media for 
smaller agencies. The indoctrination 
period in New York will take two 
weeks, since he has already had experi- 
ence as a buyer. 

"The branch offices like to send peo- 
ple to us to keep up to our operating 
standards,"' says Matthews. "And we 
like it because it gives the agency a 
greater sense of unity. "I'm actually 
on the phone with our four U.S. 
branch offices at least once a day. We 
provide a good deal of information 
services for them, and help them on 
network negotiations." 

Beyond the trainee program for peo- 
ple from the branch offices, Matthews 
also has a continuous training pro- 
gram for people who'll e\entually be- 
come all-media buyers in Y&R's New 
York office. These young men, gener- 
ally recruited from graduate business 
schools like Columbia or Harvard, are 
scheduled for a training period of nine 
months to a year. 

"Lately, however, we've been need- 
ing assistant buyers so often, that the 
trainees have gone through their pro- 
gram in six months only, ' said Mat- 
thews. "Our training program in- 
volves three levels: (1) operation 
training which is done by the super- 
visors of media service units like con- 
tracts, estimating, forwarding while 
the people are on the job. (2) recruit- 
ment and training for young men in 
from schools or other agency depart- 
ments or other businesses and (3) 
training for our existing buying 
groups." 

At the time of sponsor's visit, four 
trainees were going through Y&R's me- 
dia department. In addition to the 
) oung man from Chicago, the other 
three trainees are being rotated on 
specific jobs during their nine-months 
training period. These three have the 
following background: one is a recent 
Harvard Business School graduate, one 
was an insurance analyst, the third 



#WSOK 

^^^^in NASHVILLE, TENNESSEE 



former!) a newspaper space salesman. 

During the first two months of their 
training, they're rotated in specific 
jobs covering statistical work, estimat- 
ing and fill-in on any kind of help the 
buyers might need. After two months, 
they re expected to know the buyer's 
tools, rates, discounts. They are then 
assigned to one buyer a month to do 
junior assisting. 

"We try to have each work for four 
buyers in four months to get him more 
deeply into different accounts and me- 
dia schemes," Matthews explained. 
"During the next six months he may 
be assigned to one or two buyers for 
three-month periods. By that point, 
as the need arises, he can be an assist- 
ant buyer." 

This training program has given the 
agency an opportunity to indoctrinate 
future buyers in the all-media system 
right from the start and to avoid a 
painful transition from media speciali- 
zation to "account thinking." 

Another phase of training is the 
three series of discussion meetings for 
assistant buyers, for buyers and for 
associate directors to exchange infor- 
mation. 

"The discussions for associate di- 
rectors and the supervisory staff are 
not formalized, but meetings of buy- 
ers and assistant buyers are on a 
schedule. The 27 assistant buyers are 
divided into five groups which cover 
five different subjects in each series — 
one on each of the major media. The 
subjects might be 'How to set up sta- 
tistical documentation,' or 'The steps 
in evaluating and picking announce- 
ments,' or 'The analysis of audience 
research in publications,' or 'Nature 
and preparation of broadcast con- 
tracts'." 

These discussion series, which run 
for five weeks at a time, are scheduled 
about three or four times a year. Each 
group meets once a week, generally 
Thursday mornings between 9:15 and 
10:00 a.m. 

"The same plan applies to buyers, 
but the subjects are generally different. 
People bring up their own problems 
and experience in these seminars. 
W e" re planning to have several run- 
throughs on the Nielsen Coverage 
Service No. 2. for instance," Matthews 
said. 

The buyer discussions are usually 
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lowest 
cost-per-thousand 



in Columbus | 



WVKO 



cost per thousand is 
44% lower than its 
closest rival. 




delivers 5.1 average 
between 8 and 5. No 
ratings below 4.4 
Pulse: Sept.-Oct. '56 




covers what counts! 
800,000 people in half 
millivolt contour. 
550,000 of them are 
in Franklin County . . . 
the home county. 




led 1)) ;i>^*)finl(' media directors 
who are pari ieidarh xer^ed in a cerlaiii 
subject. For instance, Jim Kn}ili>h 
who's receiill) been hroufihl into the 
media depaitnieiil a- an associate di- 
rector from |)re\ioiis work in research 
will lead the Nielsen seminars. Frlick 
would handle disciis^^ions of network 
contracts, ('oiillcr or Jones niifihl lead 
the spot radio and l\ seminars, lleiirx 
Sparks iiiijilit di>cus;. nuifia/ine?.. The 
last seminar in each series is generall) 
conducted either li\ \Iallliew> or 
Lexalhes. 

'■\\'e also keep our huxers in jNew 
York and in our hrancli olTices up to 
date on new media developments 
through memos and through our hi- 
weekl) publication, Media Miscellany." 
said Matthews. "This year we're hop- 
ing to bring out Media Miscellany 
once a week and to have a listing of 
rale increases in a separate bulletin. 

Summing up. Levathes said: "We've 
found that the all-media system makes 
it possible for our buyers to service 
their accounts most creatively. We 
don't have any print or radio or tv 
advocates. Each buyer's thinking be- 
gins with hi> aeeounl's needs. They're j 
able to have closer contact with other 
departments within the agency and to 
work more closely w ith the advertising 
and sales slafis of our clients." 

oung & Rubicam has been satisfied 
with the success of the all-media oper- 
ation. The agency has found that its 
bnyers have greater stature in the busi- 
ness than the media buyers of some 
other agencies because they're able to 
make budget and major media deci- 
sions. This increased stature has be- 
come apparent in those instances when 
buyers ha\e left Y&R to go to other 
agencies. ( "They re usually hired on 
an associate or media director le\el 
by other agencies. " one Y&R media 
executive told spo.nsor. I 

Since Y&R first went to an all-media 
buying set-np, a number of other ma- 
jor agencies ha\e also considered the 
change. Leo Burnett and Bryan Hous- 
ton, for instance, actually do ha\e 
similar t\ pes of media departments. 
Grey Advertising was the most recent 
convert to this method of operation, 
instituted at Grey by Dr. Larry Deck- 
inger, v.p. in charge of media and 
research I See sponsor 15 December 
1956). ^ 



We Want 

WIVES 

Hou ew 9 buy tlie 
product radio advert er^ 
sell a that s why we fea- 
ture the standards of to ay 
and ye terday 

No rock and ro l, no 
rhythm and b ue^. no hill- 
b'lly, no progressive jazz — 
)ust the music most people 
like to listen to most of 
the t me. 

To reacfi tfie housewife you sell, 
buy 



WJHP 



AM 
FM 



Jacksonville, Florida 



WVET«^x 
Has Rochester 
by fbe Ears! 




. ttiafs how we win and tiold the 
"buying-est" audience in the rich 
Rochester-Western New YorK market. 

GET FACTS AND FIGURES 
ON "PREFERRED PROGRAMMING" 
FOR YOUR ADVERTISING 

5000 WATTS 1280 KC 

WVET 

ROCHESTER, N.Y. 
Represented Nationally by 
THE BOILING COMPANY 




Columbus, Ohio 

the sfatiott with 
a personality. 



(mi eall foijoe 
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AND THE 




starring 



John HART 
LonCHANEY 




James Fenimore Cooper's all- 
family classic has a ready- 
made audience. Hawkeye's 
everybody's idol! Thrilling 
outdoor action — an "Eastern" 
filmed on location in actual 
French-Indian War Country. 
You get better sponsor iden- 
tification. Excellent markets 
still available. Wire or 
phone collect right now for 
your market before another 
sponsor beats you to it. 






Tv and radio 
L^j NEWSMAKERS 



Robert D. Levitt has been elected presi- 
flent and a director of California National 
Productions, MBC suhsidiarv. Levitt be- 
came o|)erating head of California Nation- 
al last Fall with the title of vice presi- 
dent-general manager. On his election to 
the presideno) , he emphasized California 
National's position as the NBC film pro- 
ducing arm. Levitt came to California 
National as general manager in July 1956. Before that he was 
director of national sales at Screen Gems. He served as a vice 
president and a director of the Hearst Publishing Co. from 
1951 to 1955 and prior to that was a director of the Hearst Promo- 
tion Enterprises. From 1946 to 1947 he was eastern director 
of advertising, promotion and publicitv for Selznick Productions. 
Before that he was associated with the New ^ ork Journal-American. 

Thomas R. Santacroce has been named 
vice president in charge of West Coast 
operations for Compton Advertising, Inc. 
He has served as \ ice president and gen- 
eral sales manager of the Ruppert Brew- 
ery in New York for the past two and a 
half years. He has also been associated 
with Biow and Dancer-Fitzgerald-Sample 
in New York. In announcing Santacroce's 

appointment. Barton A. Cummings. Compton president, said that it 
"Marks another step in our continuing expansion program. Our aim 
is to provide a complete Pacific Coast service on a local as well 
as a national basis." Santacroce will make his headquarters in 
San Francisco. Norman E. Mork, v. p. and manager of the San Fran- 
cisco office, along with \^'aldo H. Hunt, v.p. and manager of the 
Los Angeles office, will continue to operate in those capacities. 




V ^ 



Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 • PLaza 5-2100 



f ^^^^ Stephen B. Labunski has been appointed 

^^MH|^^ a vice president of the Storz Stations, ac- 

B I cording to an announcement made by Todd 

• * Storz. president. Labunski joined the 

Storz Stations two and a half years ago. 

1 - i He has served as a member of the sales 

^^J^^^^B stall of W HB, Storz's Kansas City flagship 
^^^F ^^^^^H station, and was a|)pointed general mana- 
ger of WDGY. Minneapolis-St. Paul, when 
the Storz organization took over operation on that station in Febru- 
ary of last year. Labunski is credited with guiding the station from 
a low position to the top rating spot in the Twin Cities. The num- 
ber one rating is based on January Trendex daytime figures. La- 
bunski is the fourth Storz Station manager to be named a v.p. 
Others are: Virgil Sharpe, KOW'H, Omaha; George W. Armstrong, 
\^TJB. Kansas Cit\ : and Fred Berthelson. WTIX, New Orleans. 
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IN INLAND CALIFORNIA (and western nevadai 




RAD I O 




In this mountain-ringed market, the Beeline serves an area with 
more than 2'^ milhon people who have more than $3^2 bilHon 
in spendable income. (Sales Management's 1956 Copyriglited 
Survey ) 

Beeline Radio delivers this rich market in the form of loyal 
listeners. And. by using all five stations, you reach them at a very 
low cost per thousand. 



lULcCAodbclof l^fioadccLstJuMi C^cyMpcuiMf 

SACRAMENTO, CALIFORNIA • Paul H. Raymer Co., National Representative 
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t SPONSOR 
J. SPEAKS 

Radio's rising rates 

A large luiniher of riidin stations, especially the strong 
independents, have iipped rates once or more during the past 
few years. In 1957 agencies and advertisers can look for a 
large-scale ac(-eleration of this trend. The trend will encom- 
pass iietwoik stations and independents as well as networks. 

Does this mean that radio will he priced high in 1957? 
Far from it. Radio stations and networks, which are jii>l re- 
covering from a mass inferiority complex hronght on hy the 
early years of television, have been relnctant to ask anything 
near a proper price for their time and talent. While this re- 
luctance is fast fading, it wnll take several years at least for 
the 3,000 stations and networks of the U. S. to approach a 
rate norm commensurate with the value of the medium. In 
llie meantime huyers can enjoy bargain rates. 

There is danger in the present situation both from the sell- 
ers' and buyers' viewpoints. We warn stations to keep their 
perspective during a year when radio is coming back strong 
in the esteem of the sponsor; specifically we warn stations 
not to go all out as they upgrade the rate card. We warn the 
advertiser to act fast and take advantage of radio's bargain 
opportunities; specifically to latch onto good time slots. 

Air advertising offends fewer people 

Radio and television broadcasters and advertisers can take 
a lot of pride in the report recently released that radio-tv ad- 
vertising copy over the past 10 years has been the cause of 
far fewer complaints than all other media. A. E. Tathani, of 
Tathani-Laird. and chairman of the American Association of 
Advertising Agencies' committee on improvement of adver- 
tising content, reports that newspapers and magazines ac- 
counted for two-thirds of the offenses while one-third is at- 
tributed to all other media including radio and television. 

It's good, for a change, to be able to cite a formal report 
that shows radio and television in a more favorable light. 
More importantly, it shows that broadcasters and advertis- 
ers are measuring up to their responsibilities in Aiuericau 
connnunitv life. 

THIS WE FIGHT FOR: C/o,se adherence to 
the codes of the NARTB by stations and 
sponsors alike. We fight for the highest stand- 
ards of truthfulness and good taste in television 
and radio commercials. 




lO-SECOND SPOTS 

No turnover: A WWDC, Washing- 
tun, release reports its d.j., Fred Fiske, 
received a call from a listener asking 
permission to unglue the dial of one of 
her eight radio sets. Her teenage chil- 
dren had glued them all to 1260 
( WWDC's dial position ) . Now there s 
a truly sticky story. * 

f 

Control: In a recent CBS Playhouse 
90 script, sponsor Ronson wrote out 
all the matches and \\ rote in cigarette 
lighters. Let's hope the light never 
failed. 

Job wanted: From 77?e .V. 1 . Times 
— ADVEHTISIXG: Brooks Brothers 
wardrobe; Ivy graduate, 26: agency 
experience: S5,500. fVhat, no creucut! 

Lid-flipping: A John B. Stetson Co. 
survey re\ealed that doctors tend to , 
wear hats like other doctors and news- 
papermen like other newspapermen, 
but "advertising men defy bracket- 
ing.'' Maybe the reason is careless hat- 
check girls in Madison Ave. eateries. 

New product: Weber Waukesha 
Brewing Co. of Waukesha, Wis., is 
introducing a beverage called "Sassy." 
It is beer with a cola flavor. We can 
see that tv copy now: "Sassy, the 
pause that is driest." 

Analysis: Dr. Ernest Dichter, of the 
Institute for Motivational Research, 
had this to say about the executive 
type: "The born executive has the 
compulsion to be a father-chieftain." 
Like Copy Chief and Father Time- 
buyer? 

I 

Couch-bound: Tv scripter Paddy 
Cha\ efsk) is planning a television se- 
ries on psychiatric cases. They could 
call it Head ^ledic. 

Help wanted: From The A'. Y. 
Times : 

Ad\ertising Agency ^ 
GIRL FRIDAY ' | 
Thev always get married ! . . . 
JT'i'th a promise like that, they'll quick- 
ly fill the job! 

Borscht circuit: TJ' Guide reports 
Phil Care) s fan mail included a fan 
letter addressed to: "The TTtli Bagel 
Lancers. Wonder if this ivas the same 
fan uho wrote to Lox ^'ideo Theatre? ^ 
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JAMES STEWART 
ITS A WONDERFUL LIFE- 



TAB HUNTER 
ISLAND Df DESIRE 




GREGORY PECK 
•MAN WITH A MILLIDN 



GARY COOPER 
ALDNG CAME JDNES 




there are MORE good movies 
ON 



AVAILABLE NOW-MINUTE PARTICIPATIONS 

No flapper costumes— Model A Fords— Derby 
Hats— Knee-Length Skirts! 



INGRID BERGMAN 
■■STRANGERS" 




.^1 





^ y 



GINGER ROGERS 
"THE CRODM WORE SPURS' 




Feature films on KWK-TV in St. Louis star 
currently popular names in recent productions. 

These are just a few of the more than 
300 features now being programmed from 
United Artists and other packages. 



KIRK DOUGLAS 
■ THE CHAMPION" 



FRED MacMURRAY 
"BORDERLINE" 





SHELLEY WINTERS 
"HE RAN ALL THE WAY" 



TOP PROGRAMS 
OF TWO NETWORKS 




DANA ANDREWS 
"A WALK IN THE SUN" 



RORY CALHOUN 
"RDEUE RIVER" 



Represented Nationally by 
The KATZ Agency, Inc. 



THE LEADER IN ST. LOUIS TELEVISION 





SERVING THE GREAT 
ST. LOUIS MARKET 






THE FARMER'S r DAUGHTER. Loretto 
Young, Joseph Cotte'n, Ethel Barry- 
more, Charles BIcMord and Dpvid - 
Woyne In a delightful corned/ pro-' 
duced by Dore Schory— releosed by ^ 
Dovid O. Selznick. " 



STRANGER ON THE PROWl. 

AAuni^Jqan Lorring ond the se 
llonol chlld;'<JcW{, Vittorlo Monom. 
in a gripping meiodfoma of o boy I 
growing love for Q.^^rnurderer wh| 
protects .him^ ^\ 




CENT 




now on 



NOTORIOUS. Cory Gront, Ingrid Berg*, 
man and Claude Rains in Ben Hecht's 
famous story directed by AtfrecJ Hitch- 
cock. A Selznick releose. 



^ GUESt WIFE. Claudette Colbert or 
'TJon Ameche in o sophisticated cor, 
edy obout a gorgeous wife with oi, 
husband too manyl 



KMBC-TV 

Channel 9 in Kansas City 



The most tremendous array of first-run 
feature movies ever programmed in Kansas 
City ! 

Every night of the new year, a big new title 
hand-picked from all-time box-office smashes 
(including the powerhouse David 0. Selz- 
nick), from a fabulous collection of award 
winners, and from late-release features still 
l)laying theatrically. 

And all of these MAGNIFICENT MOVIES 
are slotted at a convenient time for -family 
viewing, 10:15 p.m. every weeknight. They 
are indisputably the best, and the earliest, 
feature movies on television in Kansas Citv! -. 




COURT MARTIAL Dovid Niven and 
Morgoret Leighfon in Anthony As- 
quith's study in suspense— o - tense, 
exciting drama. 



MAN WITH A MILLION. Gregory Pe. 
in Mork Twoinls hilarious comedy 
o down-ond-outef who picks up 
million bucks, o miHioh- bobes ond 
million loughsl 




ISLAND OF DESIRE. Tab Hunter ond • 
gorgeous Linda Darnell in an emotion- 
swept droma— a fight to the finish for 
the only girt on o tropicol islond. 



THE-SPIRAL STAIRCASE. George Brer 
,D6'rothy McGuire and Ethel Borrymo 
in the Dore Schory production of 
Selznick mystery-thriller thot is < 
all-time classic. 




See Peters, Griffin, Woodward, Inc. for availabilities. 

the SWING is to KMBC'TV 

Kansas City's Most Popular and Most Powerful TV Station 

Basic ABC-TV Affiliate 



^ 

Pl-TERS. GrIKKIN 

Woodward, i-c 



DON DAVIS. President 

JOHN T. SCHILLING, Executive Vice 

GEORGE HIGGINS, Vice President ai 

Sales Manager 
MORI GREINER, Manager, KMBC-T\^ 
DICK SMITH, Manager, KMBC-KF' 





and in RcJio, it's KMBC d/Konsos City— KFRM^ the State of Kai 



I 



